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Marketers Hear ‘Honesty’ of Agency 
mm ©6©Research Doubted in Motivation Fuss 


New Yor«, Dec. 29—Brickbats 
were flying again this week in the | 


and consultant to Dancer-Fitzger- 
ald-Sample, who berated the crit- | 
market research field. |ics of motivation research. 
The scene—the annual winter Henry Schachte, advertising vp. | 
conference of the American Mar- of Lever Bros., who said advertis- | 
keting Assn. Some of the leading|ing agencies are doing a rotten 
players: job in research. 
J. Steven Stock, v.p. of Alfred| Peter Drucker, well known man- 
Politz Research, who relegated | agement consultant, who depicted | 
motivation research to the ashcan.| the current marketing structure as 
rge H. Smith, professor of | “obsolete” and warned that auto- 
psychology at Rutgers University | mation will have its “greatest ef- 
| fect” not in manufacturing but in 
' marketing. 


Sen. Monroney Wants These were some of the high- 

. : lights of the three-day meeting, 

’ a7 | 
for ‘S6 Elections |@ The Politz organization, which 

WaAsHINGTON, Dec. 27—Asserting| this year declared war on motiva- 

that advertising agencies were (tion research, renewed its attack 
“nearly 100%” Republican in the| yesterday in a talk by Mr. Stock 
1952 Presidential campaign, Sen. A.| on product testing. 
S. Monroney (D., Okla.) called on| “You can’t judge from a psy- 
the advertising industry to take a/|chiatrist’s couch how a consumer 
bipartisan stand in the 1956 cam-| will behave in a dime store,” de- 
paign. clared Mr. Stock. 

In case the industry “might want; The Politz v.p. called non-di- 
to hedge its bets” next year, he|rective techniques “futile” in test- 
outlined a plan. He suggested that | ing new products, because, he said, 
the industry meet with Republican | they move consumers even farther 
and Democratic officials to set up | (Continued on Page 22) 


'H. D., D. B. Williams 
|Are New Owners 


of Erwin, Wasey 


New York, Dec. 29—The 41- 
year-old Erwin, Wasey agency, 
which last year billed an estimated 
$35,700,000, has been purchased 
by Howard D. and David B. Wil- 
liams, father and son, who have 
been the president and exec v.p. 
respectively of the company. Stock 
interests were sold for an unan- 
nounced sum to the Williamses by 
Louis R. Wasey, who leaves the 


As Lou Wasey Tells It 

Next week ADVERTISING 
AcE will carry as an exclu- 
sive feature Mr. Wasey’s 
account, in his own words, of 
his half century in advertis- 
ing. 


post of board chairman, and his | 
nephew, George E. Wasey, who re- | 
tires as exec v. p. The Erwin, | 
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Schlitz 


Goes from L&N to Biow 


Overnight Rating 
Is ARB Offer to 
TV Show Testers 


WASHINGTON, Dec. 28—TV spon- 
sors or networks who want a fast 
reaction to their new show can 
now get it overnight through a new 
Advertising Research Bureau 
service. 

ARB has just launched an 
“Overnight National” rating which 
promises to conduct a probability 
sample on a particular show one 
night and produce a figure on it by 
the next noon. 

The service got its shakedown | 
cruise Christmas Eve when ARB} 


| 


Pepsi-Type Copy May 
Make Milwaukee More 
Famous Than Ever 


MILWAUKEE, Dec. 29—On the 
heels of its announcement that it 
had passed up Anheuser-Busch as 
the U.S.’ biggest volume beer pro- 
ducer, Jos. Schlitz Brewing Co. is 
going to move the Schlitz advertis- 
ing account from Lennen & Newell 
to Biow-Beirn-Toigo, effective 
March 1. 

The day after Erwin C. Uihlein, 
Schlitz president, told 1,700 cheer- 
ing employes here that the brand 
was back on top, with 5,800,000 
bbls. produced in ’55 (AA, Dec. 
26), the company shifted its ad ac- 
count, reportedly worth about 


Wasey & Co. shingle will not be|tested the audience of NBC’s $9,000,000. 


|office for the past 15 years, was 


changed. 
Lorry R. Northrup, v. p. and 
general manager of the Chicago 


named exec v. p. and secretary. 
Emmet C. McGaughey remains as 
(Continued on Page 45) 


two special agencies to handle the 
two parties’ advertising. 
(Continued on Page 8) 


Last Minute News Flashes on Page 49 


“Babes in Toyland” par 
The research company made coin- ine ¢ 
cidental telephone calls in 100\°riengucine iteclt trom: ihe 
sampling areas across the country.' Jacob Ruppert Brewery account. 
The next day’s evaluation found | This job, however, was somewhat 
that 91% of U.S. tv homes were simplified when Ruppert an- 
within range of at least one sta-| nounced that it had fired B-B-T. 


The brewer’s new agency was 


tion carrying the show. Of these, 
61% had their sets turned on and 


(Continued on Page 45) | 


The account change represented 
still another twist in the tangled 
(Continued on Page 48) 


eo SESS ee a: a 
They Made Advertising News in 1955 


(See ‘Highlights of the Year’ on Page 3) 


MARION HARPER JR.—$40,000,000 
in added billings—and Coca- 
Cola. 


LOU COWAN—His question got 
a phenomenal answer. 


are 
ALFRED POLITZ—Touched off a 
rousing research controversy. 


7 
NORMAN H. STROUSE—Took the 


wheel at world’s largest agen- 
cy. 


GILBERT WEIL—Plain talk on an 
obscure subject. 


STANLEY BARNES—The suit was 
filed. 


WILLIAM E. ROBINSON—Okayed a 
larger bottle; hired a new 
agency. 


ATHERTON W. HOBLER—Became 
Florida’s favorite son. 


S. 1. NEWHOUSE—He bought 
publishing properties at record 
rate. 


CLARENCE ELDRIDGE—His ideas 
paid off handsomely. 
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ADVERTISING IN 1955: A Year of Many Agency Changes, 


By John Crichton 17 brewers changed agencies in 


New York, Dec. 30—What were | !954 - - - 


the top stories in the advertising|. : 
world of 1955? The rupture of Nicholson became, respectively, 


long-standing agency-client rela-|Ptesident and chairman of the 


tionships was probably the biggest. | P0484 of Coca-Cola Co., and in the | 


Run your memory back over the fall one of the consequences of | . , 
j}and Carnation Milk bought Mrs. 


list: Westinghouse, Hamilton|"®W ™anagement became appar- 


William Robinson and H. B.! 


Watch, Parker Pen, Congoleum- 
Nairn, American Airlines, P. Bal- 
lantine & Sons, Coca-Cola Co., 
Murine Co., Pepsi-Cola. These re- 
lationships dated anywhere from 
15 to 50 years, and their termina- 
tion signified a year of change and 
unrest. 

What kind of a year was it? 
Well, it was the year of Davy 
Crockett, rock ’n’ roll, the $64,000 
Question and triumph for Brook- 
lyn’s Dodgers. It was also a year 
when the motivation research has- 
sle roiled the waters of the re- 
search depths. It was the year 
when the Federal Trade Commis- 
sion tried to halt the merger of 
Better Farming and Farm Journal 
after the deal was set, and a re- 
versal all but impossible. . 

It was another year of rising 
newsprint prices; of rising adver- 
tising rates; of rising linage. And 
the anti-trust suit against adver- 
tising assuciations was finally filed. 

Let’s look at it in detail: 


ADVERTISERS 

Thomas R. Santacroce joined Ja- 
cob Ruppert Brewery as sales and 
advertising v.p.... “Sold American 
—The First 50 Years” turned out 
to be a crisp and readable business 
biography of the Dukes and the 
Hills.of American Tobacco Co... 
Schenley bought Park & Tilford, 
became undisputed second larg- 


P&T Purchase 
Makes Schenley 
No. 2 Distiller 


tw Youn, Jun. 5~—Schent 
Industries’ acquisition of # 


est American distiller, and was 
promptly rapped by the FTC... 
The men’s’ wear industry started 
putting together a joint promo- 
tional campaign, with BBDO 
as agency...Candy advertising 
budgets would be up 43%, to $50,- 
000,000, Candy Industry forecast. . . 

Philco set a $33,000,000 advertis- 
ing and promotion budget for the 
year ...American Airlines jerked 
its account out of Ruthrauff & Ry- 
an after 18 years, and wound up 
at Lennen & Newell...Container 
Corp. and Walter Paepcke re- 
viewed 20 years of off-beat and 
distinguished advertising ... Farm 
Bureau Insurance Companies be- 
came Nationwide Insurance as of 
Sept. 1...P. Ballantine & Sons, 
after 20 years with J. Walter 
Thompson Co., went to William 
Esty & Co... 


s Eastman Kodak’s “Norby,” a 
carefully cast and planned filmed 
tv show starring David Wayne and 


‘marking Eastman’s entry into tv, 


laid an egg and was dropped, de- 

spite a sizable film backlog... 

Wine Advisory Board, San Fran- 
? 


jent as Coke broke a 50-year rela- 
tionship with D’Arcy Advertising 
Co. and moved to McCann-Erick- 
son... Warner-Hudnut and Lam- 
bert Pharmacal merged as War- 
ner-Lambert Pharmaceutical Co... 
Procter & Gamble launched Crest, 
a new fluoride dentifrice, and 
druggists ducked desperately, see- 
ing a new dentifrice typhoon in 
the making...Kraft Foods over- 
hauled its marketing and advertis- 
ing setups under John H. Platt and 
Charles G. Wright... 


# Anheuser-Busch launched Busch 
Bavarian, a new beer, through 
|Gardner Advertising... Philip 
Morris & Co. launched its new 
Marlboro, a filter tip with an in- 


Pack Is Novelty, 
But Marlboro Ads 
Stress Cigarets 


New Yorn, Feb. 24-—-Philip 
Morris & Co. Lid. enters the pop- 


ular price filter tip field next 
week here when it will introd 


genious box, and certainly one of 
the most striking campaigns to 
come down the pike in many a 
year in the virile, tattooed he-men 
whom Burnett cunningly used to 
take the curse of effeminacy off 
filter-tips... 

Ford and Chevrolet quarreled 
over who sold more in 1954, with 
Ford claiming it outsold Chevvy, 
while Chevrolet pointed out that 
it registered more cars... Mennen 
& Co. celebrated its 75th anniver- 
sary by local broadcasts in which 
other companies of equal or great- 
er age were featured on the show 
...Procter & Gamble topped the 
PIB list of advertisers (newspa- 
pers omitted) with $44,151,220 in 
1954 .. . Cutty Sark started adver- 


same ads McCann-Erickson pre- 
pared in 1938. Cutty Sark billed 
direct this year... Parker Pen left 
J. Walter Thompson after 12 years 
... Maytag left McCann-Erickson 
after 17 years, after McCann took 
Westinghouse... Armour shuffled 
and reshuffled its accounts and 
agencies several times during the 
year... Zenith quit “Omnibus” in 
a huff over CBS’ refusal to handle 


a pay-tv commercial which the 
company wanted to use... 


® Safeway Stores spent $19,641,- 
/811 on advertising in 1954, it re- 
| ported ...General Mills got a new 
land presumably more satisfying 
Betty Crocker...J. C. (Larry) 
Doyle was named general sales 
‘and marketing manager of Ford 


[Aiter Hall o Century ... 


cisco, named Roy S. Durstine Inc., 
after 16 years with J. Walter 
Thompson Co... F. W. Adams was 
named ad and merchandising di- 


rector of Nash division of Ameri-| 


can Motors after being with Pack- 
ard since 1941...AA found that 


McCann-Erickson Replaces D’Ar 
on $15,000,000 Coca-Cola Account 


Switch Made Se That Coca-Cola Could ‘Integrate 
, Les Anceres, Oct. 13—The ap 
{as agency for Coca-Cola's $15,000,000 account, which has bee 


wath D'Arcy Advertising ( 


Erich 


of McC. 


for a years, was anne 


, Motor Co., and one of his jobs was 
to pick an agency—and an ad 
manager—for a new Ford line to 
|appear next year... 

Sam C. Gale retired as adver- 
tising v.p. of General Mills... 
Louis J. Gumpert, onetime B. T. 


tising again, and thriftily used the} 


| Babbitt exec who was paid contin- 
|uing finder’s fees by Duane Jones, 
came back to the cleanser business 
as v.p. in charge of sales for Bon 
Ami...Coca-Cola switched to big 
bottles in seven cities ...Campbell 
Soup bought C. A. Swanson & Son 


|Lee’s Pies... Thor Corp. cut its 
$1,000,000 ad budget to zero and 
lopped off 80 distributors... U. S. 
Steel repeated its highly successful 
Operation Snowflake to sell appli- 
ances...General Foods reported 
it spent $62,000,000 for advertising, 
the same as in the previous year, 
for fiscal 1954...In a Seagram 
shakeup, Victor A. Fischel, presi- 
dent of the House of Seagram divi- 
sion, was named to head the 
distiller’s over-all corporate struc- 
ture... 

Blatz launched Tempo beer in 
tests...Murine switched to JWT, 
after 18 years at BBDO... Philip 
Morris changed its traditional 
brown pack to red, white & gold 
... Pabst switched from Warwick 
& Legler to Leo Burnett... Some 
66% of National Tea Co.’s budget 
went into newspapers... Campbell 
Soup handed in a neat first annual 
report—its net rose 23%... 

Gilbert Weil, ANA _ counsel, 
rocked the advertising world with 
a tightly-reasoned speech in which 


New Yous, N 


he advocated negotiated agree- 
ments with advertising agencies 
for advertisers, and he specifically 
mentioned the possibility of get- 
ting rebates . . . Later ANA, in 
a letter from President Paul West, 
seemed to take a gentler tack, in- 
dicating ANA’s neutrality . 
Colgate, apparently tired of buck- 
ing Ed Sullivan, threw in the 
sponge on “Comedy Hour”... 


® Revlon issued a_ prospectus, 
showing it spent $24,170,595 for ad- 
vertising in five years... Dant 
Distillers (a Schenley division) 
tried using ads in Buffalo news- 
papers, urging consumers to call 
Dant President Newton Kook in 
Louisville, with great success... 
Manhattan Shirt heard agency 
pitches and put them on tape... 
Revion and peppery Raymond 
Spector of Hazel Bishop told a 
New York state legislative com- 
mittee all about their wiretapping 
experiences...Sheaffer Pen 
dropped fair trade to get into dis- 
count houses...Canada’s travel 
bureau announced plans to spend 
$700-800,000 in advertising in 1956. 


AGENCIES 
Williams, Lewin & Saylor merge 
... Caldwell, Larkin & Sidener-Van 


H. L. Mihic & Co. sued former em- 
ployes; Mr. Mihic died during the 


year, but his widow said the suit 
would continue ... Walter C. Ayers 
was elected president of Brooke, 
Smith, French & Dorrance .. . Nor- 
man, Craig & Kummel became the 
new name of W. H. Weintraub & 
Co... Barton A. Cummings named 
new president of Compton... 
George Pearson, 69, retired. from 
J. Walter Thompson Co., Chicago, 


after 46 years—he was dean of 


ANA Counsel Tells Advertisers 
to ‘Negotiate’ Agency Payments 


Weil Sounds Knell of Anti-Rebating Strictures in 
Reviewing Anti-Trust Case, Regardless of 


na _agencies, but as betwee 


Riper formed in Indianapolis... .| 


| Windy City media men. 

Cecil & Presbrey finally liqui- 
dated completely ...JWT showed 
its new studio for testing tv com- 
mercials... Rickard & Co. was 
amalgamated into Marsteller, Geb- 
hardt & Reed... Raymond Spector 
| figured he made $10,000,000 since 
1949 on lipstick, and advertising 
did it ... Simmonds & Simmonds, 
Chicago agency, offered creditors a 


After 15 Years in Ist Agency ... 


R. M. Watson Is R&R’s 
First ‘Non-R’ President 


final 3344% payment, in addition 
to a previous 35% ...Robert M. 
Watson became the first president 
of Ruthrauff & Ryan to be neither 
a Ruthrauff nor a Ryan... 


a William M. Mumm and William 
Mumm Jr. retired from Mumm, 
Mullay & Nichols...James_ T. 
Chirurg became chairman of the 
Boston agency bearing his name, 
as Wallace L. Shepardson moved 
up to president... Freitag Adver- 
tising Agency, Atlanta, became a 


2—Poot re goe acted a 


division of Burke Dowling Adams 
...Hirshon-Garfield consolidated 
into Peck Advertising Agency, 
'with H-G Boston and Miami of- 
fices going their own way... 

| Cowan & Dengler, historic foes 
of the commission system, folded 


-|as Stuart Cowan Jr. and Horace 


Dengler joined Donahue & Coe... 
Eugene I. Harrington was named 
|president of Fletcher D. Richards 
\Inc... ANPA relaxed its agency 
credit rules; in the spring of 1955, 
1,036 agencies had ANPA rec- 
|ognition...J. Walter Thompson 
bought Philippine Advertising As- 
sociates, Manila... 


s Wallace-Ferry-Hanly, Chicago, 
folded...J. Ferd Oberwinder, 
president of D’Arcy for a decade 
and 43 years with the agency, re- 
tired... Norman Strouse took over 
as president of J. Walter Thompson 
|Co., world’s biggest agency... 
| Ward Canaday came back to Ewell 
|& Thurber, which promptly be- 
_came U. S. Advertising Corp. 
George B. Park, former manager 
of advertising for General Electric, 
joined McCann-Erickson as _ v.p. 
and senior marketing executive... 
Kenyon & Eckhardt opened Chi- 
|eago and Philadelphia offices... 
Foote, Cone & Belding got all the 
collateral work on Frigidaire as the 
|GM division folded its ad depart- 
ment, but the account was moved 
to Kudner a few weeks later... 


|™ Maxwell Sackheim and his agen- 
|cy were hit with a $1,950,000 suit 
|by a former client, who charged 
| that Mr. Sackheim had used infor- 
| mation gained from the plaintiff to 
|'go into mail order competition 
|with him... Benton & Bowles had 
'a fabulous fortnight, racked up 
| $14,000,000 in billings including 
the public solicitation of the Flor- 
ida Citrus Commission... Eight 
Canadian agencies billed more 
than $5,000,000 in 1954, and the 
|volume for 91 agencies had treb- 
| led in eight years... 

Sterling Peacock, after 27 years 
of being in charge of Ayer’s Chi- 
/cago office, was shifted to client 
|service counselor, with Allen R. 
Memhard coming in from Phila- 


Advertising Age, January 2, 1956 


delphia to take over the office... 
Samm Baker, president of Kiese- 
wetter, Baker, Hagedorn & Smith, 
quit to join Donahue & Coe; 
KBH&S folded... Philip Genthner 
and Paul Werner left Scheideler, 
Beck & Werner, Genthner taking 
Marlin Firearms to Geyer with 
him, Werner retiring from the 
business... 


es James P. Sawyer closed his 
agency, took Bates Fabrics to J. M. 
Mathes Inc....McKee & Albright, 
Philadelphia, announced it would 
close at year-end...Clinton E. 
Frank, Chicago agency president 
and onetime Yale backfield great, 
made the Football Hall of Fame... 
McCarty Co. of Chicago formed 
Sept. 1, taking over Chicago office 
of Abbott Kimball Co. .. Lawrence 
D’Aloise named head of Dancer- 
Fitzgerald-Sample creative review 
board, a new post...Benton & 
Bowles set up a prescription drug 
marketing division... 

Don Paul Nathanson left Wei 
& Geller, Chicago, taking the Téni 
business with him, and set up 
North Advertising...Gaynor & 
Co. merged with Colman, Prentis 
& Varley... Lloyd G. Whitebrook 
closed Whitebrook Co., took six 
accounts to Kastor, Farrell, Ches- 
ley & Clifford ...Charles L. Hook, 
recently No. 2 man in the Post 
Office Department, joined Kudner 
Agency as exec v.p....Grey Ad- 
vertising pulled fast switch, got 
Calvert Distillers account while it 
was still nominally a Schenley 
agency... 

McCann-Erickson, according to 
a breathless AA recap, managed to 
put $40,000,000 of new billing into 
the agency in a year running from 
October ’54 to October '55...AA 
found suburban agencies were 
very happy... 


s W.A.P. John retired from Mac- 
Manus, John & Adams, Bloomfield 
Hills, Mich., agency he helped to 
found. James Adams moved up to 
chairman of the board and Ernest 
H. Jones became president... 
Storm & Klein will be merged into 
Emil Mogul Co. Jan. 2 . . . Rhoades 
& Davis to be merged into 
Honig-Cooper Co., San Francisco, 
in January ... William Hillenbrand 
became president of Bryan Hous- 
ton Inc., while Mr. Houston stepped 


up to chairman of the board... 
Martin Zitz and 15 other executives 
took over Henri, Hurst & McDon- 
ald...F. Kenneth Beirn bowed 
out of Biow Co. after seven-year 
stretch, three as president. 


MEDIA 

DuMont cut back its service 
sharply early in the year, and fi- 
nally went out of the network 
business altogether...James_  L. 
Knight, exec v.p. of Knight News- 
papers, took over as publisher of 
the Charlotte Observer, as the 
Miami Herald bought it for $7,000,- 
000...Curtis announced Bride- 
to-Be, a new quarterly. ..Westing- 
house got FCC okay to buy WDTV, 
DuMont Pittsburgh outlet...The 
Toronto Globe & Mail was bought 
for $10,800,000 by R. Howard Web- 
ster, Montreal financier. ..Great 
Britain gingerly waded into com- 
mercial tv, and found it nowhere 
near as scarifying as it had 


thought. .. 
Milwaukee Journal led all news- 


— 


Eek TF 


= 


ya FF 


Pay Deen | Se PB CO BERR, OES Ae at eee ne! a CTC. Mey Pc eer ee meta p05, 30 he a nO 
MRS Ge ee re | ee 8 
0 pale Oe ee ef ET ee eae ce RF Phere WEE e : mos pee = tae. . ae ae aoe 
bs a - ak gah 2 Boy gi ese aa S or a ae es ae ai Re ea - : ane ce | 
ae) RRM IE Nr Rey cae: Ma fo Bee BL no si it aes Ble 2. + Ge ae 
me, ee BUR EOE St Ee eae ae re ce fe ae Lp Oa eas a a. 

Pale Gen Eel : ‘ ‘ so 
= ee pea) R 
th Called 
ohn: ; —_— ny 
aie 4 ‘ 
Pat 
awe 

2 eae 
oie 1 
(est ee 
et 
Ue 
oie.” ’ 
ep tay 
eae 
Hy: j 

ES fe 
ie ba f 
ae 
*lhise 
Panta rcs 
{ tes 
ey 
bray § 
be 
Meas 
AL _ —— 
+ ee ee 
ie 
eens, ' 
rae a 
Hie F Borry Ryan Moves Up 
P| is te Board Chairman as 
ey al Founder Fritz Retires 

7 ff . New You Feb 26%. Barry 

tie yon moved us newman © : 
shh : fics ‘wore, os Revert. Wate 
+i ae vient and FP 
opts 
an 
well} 
ts 
a ae i 
ae 
we a 
Hy 
Ae 
ants 
maak | 
this: 
Ve ‘ 
eu 
aes 
ai cist 
oe Pp 
UR | 
- oe new B , 
oo | - 
pes | a 
vi 
HS : 
he : 
a + 
e . | 

¢ | SE 
‘ex, | —————eee ‘ and ent ~¢ ek 
ry. oe nm several hundre | 
% | 

eg 

B | 
ned 3 

a. 
+e inept - 
“y : | : 
wg 
i | , 
‘3 | 
ait * 
Me 
+ PS 
sk Se! ulte torily interest in Paty 
if i. 3) places Schenley firmly in “sec | 
Me Shey d 4 Uquor industr: 
Si. { 
Mies. 
bn c 
To 
M4 
1 Bs 
ae 
ce 
es 
a4), 
see 
Ss 
sbi 
LQ 
a 
< 
iy ° 
A " 
‘ : M4, 8 , 
we ° ‘illed 
ie | B 
taioh Over $5,000,000 
tig: | Billings 
Paes - . aay Industry's 
Hee Zenith Quits ‘Omnibus’ in Row Over ga Ace Trobe the 
ie ; isi rcial Figure of 8 Your Mae 
- Rejected Phonevision Comme 
he 2 wt | awa, Own, July oo : 
By - oThe coke Actually. Zenith was not @ Orr agencies 
ia wrsted “Gmauous” exposition af\up much § mane ot 91 Canatne in the past oid 
ite subscription tv, which last week ts sesnnal cuit nent Seals trebled in trot Canada’s 9 vies 
Pre was causing the ant-t lL .- years. A or more apiece ~~ 
1 at ay 3 tt $5,000 A! fy 
is an : 
i >| 
[ | 
2 
ibe. 
. \ pe 
Ea 
re Po 
a) , 
Rig Ys | 
i Weintraub Agency 
te 
Gs : Is Now Norman, ; 
j . 
‘ | Craig & Kummel 
: Po Sais se 
i owners of William H. Weintraud 

ta & Co. (AA, Jan. 17) have chang 

s the advertising agency's name 
if 2 Norman, Creig 6 Kurmmei b 
a a. i ii Mr Weintraub, vacationing 
i 
ip 
<= 
a —_F7; 
hd ne 
4 
Ne 
. 
+ 
ue 
“> 
z. , P 
Te ee | I 
a 
a 
hey. “ , 4 7 } | oe he - 

et er Wel Pea he ie em DE ee ete eee ee : ane | Soa, j 2 ie Se ta a iets + ee ee eS See eae  _~nna  e aee Boo. 


Advertising Age, January 2, 1956 


the $64,000 Question, and the Big Anti-Trust Suit 


papers in total 1954 ad linage, with| ager of L’Action Catholique, was|Inc. bolted from American News | counts. . 
of Canadian |Co., 
. .The New| Henry Garfinkle. American News| 


49,370,297 lines... .Magazine vol-| 
ume hit $681,176,611 in 1954. 

Hearst Corp. bought WTVW, Mil- | 
waukee...Domestic Engineering 
Corp. sued Conover-Mast for $500,- | 
000, charging infringement and un- 
fair competition, and that C-M’s 
Institutional Feeding & Housing 
copied Institutions... The NAEA | 
cited Herbert W. Moloney, veteran | 
newspaper representative, for vd 
years of service to newspapers. . 

The Kansas City Star lost Round 1 
of an anti-trust case, was hit with | 
a $5,000 fine, and appealed... 


® Stuart M. Chambers, after 38 
years with the St. Louis Post-Dis- 
patch, and treasurer of Pulitzer 
Publishing Co., retired. . .The Plot- 
kin report charged that FCC rules 
discriminated against national spot 
.. FCC gave Beaumont Broadcast- 
ing Corp. a construction permit, 
although Houston Publisher W. P. 


Hobby had options of 32% of its]. 


stock. .. 

Outdoor Advertising Inc. re- 
ported ’54 sales of $111,518,634, up 
5.2%...The Wall St. Journal 
planned a Washington edition, its 
fifth...FCC said KTVH, Hutchin- 
son, Kan., could indeed advertise 
that it reached Wichita, over the 
protest of KAKE...Iron Age cele- 
brated its 100th anniversary, and 
Chilton offered $500 for the oldest 
copy of the business paper... 

Richard E. Deems and Harold G. 
(Hap) Kern moved up in the 
Hearst Corp., in charge, respective- 
ly, of magazine and newspaper op- 
erations...The Chicago Tribune 
opened an all-out, no-holds-barred 


[: Fantasy in TV — 
‘Chicago Tribune’ Opens All-Out 
Attack on Television Ad Claims 


Eosent 


attack on tv advertising. . .Reader’s 
Digest began to take advertising, 
and discovered that an ad ceiling is 
hard to work under; a number of 
its issues failed to carry the maxi- 
mum number of ads it had set. . 


® Jonathan Daniels of the Raleigh 
News & Observer said newspapers 
suffer from “dignity and docility” 

. Kevin Sweeney, who signed up 
again as president of Radio Adver- 
tising Bureau, forecast that in two 
years radio will get 15-20% of re- 
tailers’ advertising budgets, up 
from 5% in 1953... 

The Brooklyn Eagle, 114 years 
old, was struck by the American 
Newspaper Guild in January and 
folded later in the spring...S. I. 
Newhouse bought the St. Louis 
Globe-Democrat for $6,000,000 and 
then the Birmingham News and 
Huntsville Times and three radio 
stations and one tv outlet for $18,- 
700,000. . . 

AA carried an exclusive report 
on Hearst Corp., disclosing its 
$350,000,000 gross and $10,000,000 
net. . .Norfolk Ledger-Dispatch and 


the Portsmouth Star combined... 
ABP found 1,398 advertisers spent 
1964... 


$82,614,598 in DuMont’s 


new Electronicam, a live-film tv 
process, was expected to ease the 
drop from cable and microwave 
connections. . . 


® G. Carroll Buzby took over as 
president of Chilton Publications. . . 


elected president 
| Daily Newspaper Assn. . 


which was taken over by| 


Inside the World's Largest Communications Empire... 


Revitalized Hearst 


rs. J D Gortatow 
. 


| York Herald Tribune won the! 


Ayer typography award for the | 
ninth time. . 
named publisher of Chicago Trib-| 
une following the death of Col. R. | 
R. McCormick, and F. M. Flynn | 
was named publisher of the New 
York Daily News.. 
“Monitor”—an all weekend round- 
the-clock programming operation 
.. Chicago Tribune spurned r.o.p. 
color ink plan of the Four A’s and 
ANPA...The Raleigh Times was 
bought by the News and Ob- 
server... 

Irwin Maier, 
Milwaukee Journal, 
exec v.p. of the Journal Co... 


publisher of the 
was elected | 


.Time 


Making Money, Adding Properties 
Redie-TV conwenaaenenea Seameumietion Than $10,000,0° , 


-Chesser Campbell was | . 


Organization 


shy chairman on 


executive vp in 
erst Magazines He will & 


subsequently signed a 
decree with the anti-trust division 
..Look switched to Curtis distri-| 
bution from American News.. 

|Robert Harrison and Confidential | 
applied for membership in ABC, | 
and Confidential won a fight for 


faced a blizzard of litigation. . 


@ The New Orleans Times-Pica- 
yune got FCC recommendation for 
Channel 4 in New Orleans... .Mrs. 
Oveta Culp Hobby, first Secretary 
of Health, Education & Welfare, 
returned to her job as publisher of 
the Houston Post. ..Look and Col- 
lier’s offered new frequency dis- 


| medium 


‘from Mrs. 


-Hearst Advertising Serv- 
ice listed 174 network television 
advertisers who withdrew from the 
(many subsequently 
switched to tv spot, however)... 
Outdoor Advertising Inc. broke 
with precedent and published the 
10 leading advertisers in outdoor. . . 
Reader’s Digest announced it would 
boost its advertising ceiling. .. 


® The Philadelphia News was 
bought by Matthew H. McCloskey 
Myrtle Elimaker... 


‘Henry Doorly, after 52 years with 


| 


NBC began| postal privileges, but at year- -end | 


| 


the paper, 21 as president, became 


consent|Chairman of the board of the 


| Omaha World-Herald, with Walter 
E. Christenson, editor, succeeding 
| him. . Country Guide, Winnipeg, 
bought Canadian circulation of 
Better Farming as Farm Journal 
Inc. locked horns with FTC over 


its acquisition of the Curtis farm 
magazine. 
Toledo Blade and Times sued 


Emile Castanguay, general man- 


® LOU COWAN—He had been 
a veteran program producer, 
whose ideas dated back to 
radio’s “Quiz Kids.” But his 
“$64,000 Question” was un- 
.questionably the broadcast 
idea-of-the-year, at any price. 
Mr. Cowan, who joined CBS 
to produce new show ideas 
after “$64,000 Question” hit the 
jackpot, may have paved the 
way for a new and more gen- 
erous wave of payoff shows. 
“$64,000 Question” hit a new 
high for summer shows, and 
for lavish newspaper atten- 
tion. The suspense-packed 
giveaway is still riding the 
No. 1 rating, and has given 
Revlon sales a big boost. 


® MARION. HARPER JR.— 
There was little doubt that the 
hottest agency of 1955 was 
McCann-Erickson. It managed 
in a year, running from Oc- 
tober to October, to stash away 
$40,000,000 in billings, and it 
snagged the account-of-the- 
year in Coca-Cola. It looked 
in some ways as if McCann- 
Erickson might very well be 
the agency of the future: Its 
corporate organization remind- 
ed some observers of a holding 
company, to which an indus- 
trial arm—Marschalk & Pratt 
—had already been added, and 
an infinite number of organi- 
zations conceivably could be. 


® GILBERT WEIL—Among his 
clients Attorney Gilbert Weil 
numbers the Assn. of National 
Advertisers. Speaking to an 
ANA convention, Mr. Weil ad- 
vanced the view that adver- 
tisers would be well-advised to 
have completely written agree- 
ments with their agencies, even 
providing for such iconoclastic 
provisions as rebating. While 
ANA subsequently composed a 
letter which seemed to modify 
Mr. Weil’s position and re- 
affirm ANA’s belief in the 
commission system, the sus- 
picion persisted that Mr. Weil 
had voiced a remarkably lucid 
position for many advertisers, 
and that more would be heard 
as a result of his remarks. 


® STANLEY BARNES—Judge 
Barnes is the Assistant At- 


(See Pictures on Page 1) 


torney-General in charge of 
anti-trust proceedings. In 1955, 
confounding the many opinions 
that the case would never come 
io couft, he placed on file the 
government’s complaint against 
six advertising associations. 
Further, Judge Barnes indi- 
cated repeatedly that no com- 
promise would be satisfactory 
to the Department of Justice, 
short of a consent decree. 


e Ss. L NEWHOUSE—He was a 
major newspaper publisher at 
the beginning of 1955; at its 
ciose ne was infinitely more 
important, thanks to the pur- 
chase of the St. Louis Globe- 
Democrat and of newspapers 
and radio and tv stations in 
Birmingham and Huntsville, 
Ala. Mr. Newhouse represents 
the business-like school of 
newspaper publication and 
purchase; he apparently cares 
little tor chain-type operation, 
believes in autonomy for vari- 
ous segments of the Newhouse 
empire, and is adept at pub- 
ushing at a profit. 


® NORMAN H. STROUSE—He 
had achieved considerable rec- 
ognition as the apie head of J. 
Walter Thompson’s Detroit of- 
fice, just as the agency’s han- 
dling of the massive Ford 
account has been generally ad- 
mired. In mid-1955, Mr. Strouse 
achieved a new kind of recog- 
nition; he was the man selected 
by Stanley Resor to become 
president of the world’s largest 
agency (more than $200,000,Uuu 
in billing), after 39 years in 
which Mr. Resor had largely 
created an agency in his own 
image. 


® ALFRED POLITZ—He has 
won many kudos as a research- 
er (e.g., he was a two-time con- 
secutive winner of the Ameri- 
can Marketing Assn’s. award 
for research achievement) and 
the regard of the business is re- 
flected in the size and scope of 
the projects his company is en- 
gaged to do, and in the general 
approbation which has greeted 
them. In 1955, however, Mr. Po- 
litz concluded that motivation 
research had been allowed to 
mushroom without any normal 
criteria of performance being 


Ten Men Who Made Advertising News in 1955 


. of speeches he did much to 


put against it, and in a series 


bring the motivation research 
balloon back to reasonable 
levels. 


® WILLIAM E. ROBINSON— 
After a successful career in 
space selling and newspaper 
publishing, William Robinson 
was moved in as head of the 
Steve Hannegan organization 
following the latter’s death. He 
moved from there to the presi- 
dency of Coca-Cola. He found 
Coke, once one of the dream 
success stories in the marketing 
spectrum, faced with serious 
difficulties. He took two major 
steps: (1) The conventional 
Coke bottle was scrapped for 
larger sizes, and (2) in the fall 
a 50-year client-agency rela- 
tionship with D’Arcy Advertis- 
ing Co. was terminated. It 
marked a year of advertiser dis- 
satisfaction with longtime agen- 
cy relationships. 


® ATHERTON W. HOBLER— 
Chairman of the board of Ben- 
ton & Bowles, Atherton Hobler 
was the key man in the agen- 
cy’s spectacular solicitation of 
the Florida Citrus Commission’s 
$3,000,000 account, which B&B 
won in an unusual open contest. 
But the citrus commission ac- 
count was only a part of a fan- 
tastic fortnight of new business 
success, during which B&B 
latched on to nearly $14,000,000 
in new business. 


® CLARENCE ELDRIDGE— 
Coming into Campbell Soup Co. 
tagged with marketing success 
(Young & Rubicam, General 
Foods Corp.), Clarence Eldridge 
promptly upset the ad busi- 
ness by completely reshuffling 
Campbell’s agency lineup. But 
a year later, with new agencies 
pushing a wide variety of new 
lines, Mr. Eldridge could point 
to a significant statistic: Camp- 
bell earnings in its first year as 
a public company rose a whop- 
ping 23%. Mr. Eldridge also 
made news by a candid and 
personal disclosure to the AFA 
of how he feels advertisers 
ought to look at media, urging 
that advertisers withhold sup- 
port from “indecent” or “dis- 
loyal” media or commentators. 


!WOHO, charging news piracy.. 
Better Living disclosed it had 
failed to buy Everywoman’s and 
J. B. Scarborough came in as re- 
placement for Everywoman’s pub- 
lisher Robert Haag. . 


® R. L. Polk & Co. announced it 
had put direct mail on a 15% com- 
mission basis. ..David B. Crombie, 
who had headed advertising sales 


Polk Puts Direct Mail 
on 15% Discount Basis 


Will Act os ‘Publisher 


15% to Agencies on 
Use of ‘Polk Morker 


for Canadian editions of Reader’s 
Digest, returned to Canada, bought 
Mayfair and Canadian Bride from 
Maclean-Hunter...The American 
Weekly announced a new frequen- 
cy discount and got a new publish- 
er, as John K. Herbert moved in 
succeeding Robert D. Levitt. ..T. L. 
Robinson, publisher, acquired 99% 
of the Charlotte News stock... 

Walter Persson, who had been 
promotion manager of Business 
Week, was named company promo- 
tion manager of McGraw-Hill, a 
new post...C. B. Larrabee, chair- 
man of the board of Printers’ Ink, 
resigned to join American Chem- 
ical Society as director of publica- 
|tions...Business papers were ad- 
vised to stop fighting, get together, 
by E. C. Gerbic and B. P. Gallagher 
|...Johnson Publications, Chicago 
(Ebony, Jet, Tan, Negro Digest), 
celebrated its 10th anniversary, 
unquestionably a major postwar 
publishing success... 


® General Outdoor Advertising Co. 
signed a consent decree with the 
government ending an anti-trust 
suit, and would dispose of its 
holdings in four cities. ..American 
| Aviation bolted from the Audit 
Bureau of Circulations, but de- 
clared it would stay in Associated 
| Business Publications until or un- 
‘less it were expelled. ..Vision be- 
|gan a Mexican supplement. . .The 
ABP got ready to celebrate its 50th 
|anniversary in 1956. ..The Chicago 
Sun-Times broke ground for a new 
/ $15,000,000 plant. ..Joshua B. Pow- 
|ers prepared to take space reserva- 
|tions for liberated La Prensa in 
|Buenos Aires...Our World went 
| bankrupt, with debits of $350,000, 
and a group bought its name at 
auction for $14,000. .. 

The Federal Communications 
Commission reported that tv net- 
works’ income doubled in 1954... 
| Vance Johnson, Shepard Spink and 
|Jack Reiss were elevated in a 
|Crowell-Collier promotion; the 
company, President Paul Smith 
|said proudly, earned a profit in 
|1955...Robert Sarnoff became 
| president, Sylvester (Pat) Weaver 
chairman, of National Broadcasting 
|Co....Despite the sensational suc- 
cess of the $64,000 Question on tv, 
Revlon canceled the simulcast on 
| radio. 


RESEARCH 
| The big news in research during 
11955 was motivation research, its 
| @dvocates and critics. Otherwise, 

1955 was the year Trendex 
‘switched from 10 to 15 cities. .. 
Nielsen found tv reruns held up 
well compared to original ratings 

. Ernest Dichter’s fees for motiva- 
Manchee Explains ARF Release; 
Bernstein 1 Explains AA's Altitude 
- ARF Heod and AA Editor 
Air Views (Divergent) 
on Copyrighted Release 


naa 
ng the 


tion consulting were placed at $500 
a day,..Kenyon & Eckhardt show- 
ed that 94% of readers recall ad- 
vertisements and newsstand buy- 
ers recall 79% more than 
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subscribers. 

The Newark News started a 
Milwaukee Journal-type consumer 
analysis...American Research Bu- 
reau launched a new service for 
advertisers—ratings in 140 smaller 
markets...ARB and Hooper also 
made a deal, with ARB taking tv 
and Hooper radio...For the fiscal 
year ending in August, A. C. Niel- 
sen Co. grossed $12,322,000, netted 
$500,000... 

Magazine Advertising Bureau of 
Canada produced “The Importance 
of Magazines,” one of the most in- 
teresting and least controversial of 
1955’s motivation research projects 

. Ben Duffy told the Audit Bu- 
reau of Circulations research can 
ease ulcers. 


® Gruneau Research, Toronto, ab- 
sorbed Sanders Marketing Service 
...NBC found that night owls (i.e., 
“Tonight’s” audience) consumed 
just like other people, only more 
o...NBC’s before-and-after study 


BACK * DATE * MAGAZINES 
More than 2,000,000 in stock 
MAIL AND PHONE ORDERS FILLED 

MIDTOWN MAGAZINE SHOP 


1105-6th Ave. (bet. 42 & 43 Sts.) 
New York 36, N. Y. + BR 9-2897 


in Ft. Wayne drew interest as meas-; A. R. Root, Knox Reeves Advertis- | found women a growing influence 
ing, told the American Psychologi-| in liquor purchasing. .. 


ure of tv impact...Magazines fig- 
ured their average profit was 2.8% 
of sales, despite a tax break... 
Many arguments and much re- 
search on pay tv, but no solid con- 
clusions. .. 


cal Assn. that insight, not merely 
numbers, is what counts in maga- 
zine readership research. . .Motiva- 
loa research got a tough airing | 
from Alfred Politz, who termed it 


Battle of Embittered Ph.D.s ... 


‘Fake’; ‘Hah!’ Hahs 


Politz Crusades to Save 
Madison Ave. from What 
He Calls Preudo-Sei 


By Mitton Movkowtts 
New Youn. Sept. 13—Alfred 
Politz & ain tod. 


William A. Hart, retiring ad di- 
rector of du Pont, became new 
president of Advertising Research 
Foundation, succeeding Edgar 
Kobak...E. L. Deckinger, Biow 
v.p. and the chairman of ARF’s rat- 
ings committee, complained that 
AA was unfair in summarizing the 
gripes of researchers about a sup- 
plementary ratings methods report 
the committee was preparing... 
Lawrence Nolte, ad manager of 
White King Soap Co., Los Angeles, 
said ratings are not worth a hoot... 


Politz Tags Motivation Research 


Dich ter Group 


pseudo-research. . 


® Tatham-Laird, Chicago, split its 
research department into two sec- 
tions—one for market and product 
research, and one for copy and 
creative. ..Curtis study found that 
70% of travel dollars are spent 
by families with more than $5,000 
a year income. ..Elmo Roper found 
that Americans like wine, but they 
don’t think of buying it.. .PIB had 
to abandon network radio data, 
finding that figures for gross time 
sales were no longer valid...Dr. 
Dichter said coffee needed glamor- 
izing, that the public is bored by 


New Youn, Oct. 12—The # 
Genly explosive field of researc 


java. . 
|executive audience study... 
Nielsen planned a tv set count 


ee | for 1956...Roger Barton, editor of 
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You catch more eyes...for less... 


with SCOTCHLITE! 


REFLECTIVE SHEETING 


Fastest way to reach a customer's stomach is through his eyes! 
Signs of ScoTCHLITE Sheeting give you a low, low cost-per- 
thousand—and high, high readership! Get the greatest mileage 
out of your advertising dollar with the salesmen that never stop 
selling, night or day—Brilliant, colorful signs of SCOTCHLITE 


Reflective Sheeting. For a free 


demonstration, write Minnesota 


Mining & Mfg. Company, Dept. AA-126, St. Paul 6, Minnesota. 


“SCOTCHLITE” Reflective Sheeting is o registered trademark of Minnesoto Mining & Mfg. Co. aM 


| Advertising Agency, resigned to 
|join Alfred Politz...AA study 
showed 1954 advertising costs aver- 


™\aged $20.34 for each automobile 


sold...H. James Gediman, Hearst 
exec, called ty ratings the language 
of “obfuscation and equivocation.” 

. Louis Cheskin, director of Color 
Research Institute, said motiva- 
tion research guided the institute 
in packaging development. ..Lyn- 
don O. Brown, v.p. of Dancer- 
Fitzgerald-Sample, blasted the 
participants in the motivation re- 
search squabble, calling them pub- 
licity seekers. . .Nielsen discovered 
that people spend 2.3 billion man- 
hours a week watching tv, and that 
only sleep (6.5 billion hours) sur- 
passes tv as a time-consumer... 
ABC discovered in a Hollywood 
study that people like short, sin- 


cere, comic commercials. ..Vogue | 


MISCELLANEOUS 


Postmaster General Summerfield 
kayoed “patron mail” (or junk 
|mail, as it was lovingly known to 
newspapers)...G. D. Crain Jr. 
Night was held at the Chicago In- 
dustrial Advertisers Assn., cele- 
brating 25 years of AA publication, 
39 years for Industrial Marketing 

. Business Week figured that fil- 
ter tips and the king-size boom 
cushioned cigaret drop-off to 4%, 
down to 371 billions...NARTB 
figured out that beer and wine ac- 
counted for only 2% of radio air 
time, 4% of tv time—but in Cana- 
da, Ontario drys were complaining 
bitterly about alcoholic beverage 
commercials on the Buffalo sta- 
tions... 

Theodore S. Repplier, back from 
a six-month world tour as an Eis- 
enhower Fellowship man, reported 
on the need for better overseas 
propaganda. . .“The 
was a brief sensation in the record 
business, after having been boot- 
legged from the Canadian Broad- 
casting Corp... .The Fashion Acad- 
emy and the FTC achieved a 
consent decree. 


® The Federal Communications 
Commission issued a ruling that, 
all things being equal, newspapers 
would not get tv permits and out- 
lets. It brought an immediate out- 
cry, and when G. C. McConnaughey 
was nominated for the commis- 
sion, he said he thought publishers 
ought to have an edge. And the 
FCC kept right on giving publish- 


ers tv stations, as the media sec-| 
| Matusow, confessing he confessed 


tion of the recap shows... 


Pocket Books started taking in-. 


|side cover advertising. ..Arthur 
‘Kron, exec v.p. of Gotham (later 
|Gotham-Vladimir Advertising) 


‘The ARF blasted Time’s | said export agencies need to get 


17.65% commission, plus fees for 


Investigator”) 


Advertising Age, January 2, 1956 


local associates. ..P. P. Willis filed | 
suit against Ruthrauff & Ryan 
charging violation of an irrevocable 
contract to pay him on billings of 


In Suit Against Ruthrauff 6 Ryan... 


with Rothe out & Gyen 


American Airlines, and won a 
master of chancery decision. It was 
the biggest of the strange suits of 
the year, which included those of a 
model who sued because her pic- 
ture was sold by an agency to be 
used in a Springs Mills ad, and a 
suit by a dress company (Sue 
Brett) against Sanforized, charg- 
ing that the shrinking dress in the 
ad was obviously its own. ..Zenith 
got turned down by FCC on a re- 
quest for immediate subscription 
tv. 


8 J. Walter Thompson Co. cele- 
brated 25 years in Canada... .Walt 
Framer, producer of “Strike It 
Rich,” was fined by the city of 
New York for soliciting funds 
without a-license. ..The Volkswag- 
en blitzed other foreign cars, and 
without any advertising!...Savig- 
nac’s stylized alligator for Life won 
the outdoor prize of the Chicago 
Art Directors. . John T. Southwell, 
onetime agency exec, drew an 
eight-year prison sentence on 16 
of 22 mail fraud counts. 

ANA figured that magazine costs 
per thousand had gone up 26.6% 
in the 1946-53 period. ..Harvey 


falsely the first few times, embar- 
rassed Lennen & Newell by disclos- 
ing that he had been a source of 


'information for them on broad- 


casting talent problems...The 
American Medical Assn. dumped 


cover Latin America’s $1700 million beverage market 
with your full sales story in Spanish, through new 


Bebidas 


CATALOG 
FILE! 


New BEBIDAS Catalog File is the first and 
only low cost effective means of placing your 


promotional material .. . 


your catalog sheets 


.. your full sales story, in Spanish, right on 


the desks 


of Latin America’s 8,000 key bev- 


erage industry buyers! A handsome, hard- 
back book, used all year. Issued in April . . 
act now for best position in 1956. 


Write for brochure giving 
all the exciting facts! 


THE CANTERBURY PRESS 2001 Calumet, Chicago 4 Mm. 
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Down Beot—Country ond Western Jomboree—Record Whirl—Up 
Beot— Music—Beverages—Radio y Articulos Electricos—Bebidos— 
lo Farmacia Moderno—ia Tiendo—Elaboraciones y Envases— 


publishing since 1934 Rodio y Articulos Electricos Catalog File—Bebidos Annvol Directory 
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“Qh! Make tomorrow cheerful as today!”’ 


— POPE 

‘oOo 

C 

“Oo 
Betore 1955 becomes a memory and a promising new chapter in THIS WEEK’s 
progress begins, we think it only proper to pause in our labors for a brief stock-taking. 
And in so doing, we are in a sense paying tribute to the remarkable vigor and buoyancy 
of the American economy and to the growing roster of major corporations whose 
° confidence in THIS WEEK’s selling power have made these achievements a reality. 

ga 
re) 
Fey Th So, what kind of year has it been? 
* It’s been a year in which THIS WEEK’s advertising volume jumped over 
five million dollars, bringing the total close to $32,000,000. 
i It’s been a year in which THIS WEEK became the first National Sunday 
/ Magazine to publish a 56-page issue as well as a $1,000,000-plus issue. 
a 
heat sins , a 
oS It’s been a year in which THIS WEEK added another important new 
a i market (namely, Wichita, Kan.) to its distribution system, putting our 
\ Sunday newspaper family at an all-time high of 35. 
§ It’s been a year in which THIS WEEK was the first magazine in history 
} ) to cross the 11,000,000 circulation mark. 


And it’s been a year of highly gratifying editorial advances, too. This Fall we 
introduced a handsome new dress, both in typography and art treatment, designed 
. O to increase readability of editorial content and advertisements. During the year, 
THIS WEEK launched its widely-applauded “Wake Up and Read!” campaign 

re-awakening the U.S. to the pleasure and profit of more reading... took the 
forefront in an all-out drive to emphasize the positive aspects of American youth, 
culminating in a four-part series, The Teen-Agers Speak Out! ...and gave dramatic 
testimony to the vitality and freshness of its “person-to-person” editorial concept. 


\ 
bine 


As 1956 commences, we feel it can be truly said that America’s Largest 
Family Magazine has become one of the great editorial and advertising forces 
of this generation. And we now look ahead expectantly to a period 

of greater success and accomplishment and to the opportunity of performing 
even more valued services for the advertising community. 


This Week> 


MAGAZINE — 


SHARES THE POWER AND PRESTIGE OF THESE 


AMERICA’S LARGEST 
35 GREAT NEWSPAPERS WHICH DISTRIBUTE IT FAMILY MAGAZINE 


Read by 11,000,000 Families Every Sunday 


The Baltimore Sunday Sun New Orleans Times-Picayune-States 
The Birmingham News New York Herald Tribune 

Boston Sunday Herald Norfolk Virginian-Pilot 

The Charlotte Observer and Portsmouth Star ; 
Chicago Daily News The Philadelphia Sunday Bulletin 
The Cincinnati Enquirer The Phoenix Arizona Republic 
Cleveland Plain Dealer The Pittsburgh Press 

The Dallas Morning News Portland Oregon Sunday Journal 
Des Moines Sunday Register Providence Sunday Journal 

The Detroit News Richmond Times-Dispatch 

The Houston Post Rochester Democrat and Chronicle 
The Indianapolis Star St. Louis Globe-Democrat 

The Jacksonville Florida Times-Union The Salt Lake Tribune 

Los Angeles Times San Antonio Express and Sunday News 
The Memphis Commercial Appeal San Francisco Chronicle 

Miami Daily News The Spokane Spokesman-Review 
The Milwaukee Journal The Washington Sunday Star 


Minneapolis Sunday Tribune The Wichita Sunday Eagle 
, 
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Another true-to-life story about some make-believe characters 


How did Mr. Penpusher 


scoop the Loop 


in Chicago? 


73 upon a time, many memos ago (not counting carbon copies) Peter Penpusher 


iol 


Here he sold all sorts of things like pen points, paper cuffs, celluloid 


visors be and brass spittoons. In time, he set up a special sales division to call on large 


commercial accounts. And through the years his business grew and prospered. Likewise Chicago. 


opened a stationery store on a cobblestone street in a horse-and-buggy 


town known as Chicago (shi-ka’-go). 


And likewise another Breezy City pioneer called the Chicago Tribune. This 


Penpusher executives figured they didn’t need much advertising. They 


tf thought most of their store customers were women—career girls and housewives—completely 


4 &R 
a ; 
; loyal to Penpusher’s, ES who bought all sorts of pigeonhole paraphernalia for home 


use. They believed the special sales division had the commercial business pretty much in hand. 


But along came Joe, a Chicago Tribune aditorial specialist who suggested 


: (2 
F a three-day customer investigation. And here’s re what they discovered: 


Most (60%) of Penpusher’s store customers were men—not women— 


who shopped mainly for office supplies—not personal items. They shopped at Penpusher’s 
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because of convenience—not loyalty. They included the commercial accounts thought 


to be handled by the special sales division. Over 50°, visited Penpusher’s less 
than 15 iis a year and 36% went to other office supply stores, too. 

In order to stay ahead mes ety in the office equipment race in Chicago, 
Penpusher’s decided to sing out loud and clear over Chicago’s biggest and best medium 


of communication (otherwise known as the Chicago Tribune). Results kept pencils 
How / 


pushing, adding machines adding and multipliers multiplying. 

So no matter whether you’re a newcomer or old-timer 
in Shi-ka’-gd, remember that the Sh’-ka’-gd Trib’-tin is Johnny-on-the-spot with the know-power and 
go-power that make scooping the Loop seem easy. | 

Nobody knows Chicago like the Tribune. 
The Tribune has spent several million dollars to find out facts that vitally affect 


your Chicago sales. It knows who your best customers are, where they live and shop, 


ee nlc? This valuable information is yours for the asking. 


why they buy. 
Nothing sells the Chicago market like the Tribune. 
Retail sales in Chicago and the 206 Chicagoland counties are big—valued at 


$17 billion. And the best way to sell this market is through the Tribune. Does advertising in 


the Tribune pay? Just ask advertisers like Pan American World 


everybody does it. Everybody feels its iia. CPO 3 out of 4 families in the Chicago 
metropolitan area read the Tribune—almost half of all the families in 839 midwest 
towns read it. (Only 12% of metropolitan Chicago gets the largest national magazine—and 
less than 1 out of 10 tunes in on an average evening TV show.) 

So if you want to know something about Chicago, call in a 


joe from the Chicago Tribune and put him to work finding out. 


P. S. Always remember... if you want to SELL Chicago 


TELL Chicago in the Chicago Tribune 


THE WORLD’S GREATEST NEWSPAPER 
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its seal of approval...“The Lone} 
Ranger” turned its 22nd birthday, | 
and is probably the only show that 
ever launched a network—in this) 
case, Mutual... 


® The GOP picked San Francisco 
for its °56 convention, thereby | 
adding another $250,000 to its tv. 
tab...John L. Prendergast, line 
coach for Yale, turned up as busi- 
ness manager of Industrial Sports 
& Recreation, New Haven. ..Wolf- 
son & Avery fought it out in ads 
for control of Montgomery Ward 
& Co., and Avery won... 

The late A. D. Lasker left an 
estate of $11,574,455 to his widow 
and the Lasker Foundation. . .Wal- 
ter Winchell, for 25 years an ABC 
star, left the network in a huff and 


later threatened suit...Bait ads! 


caused a furor, and the ANA re- 


A Hits Bait Ads as 


solved they were “revolting per- 
version,” and the work of “un- 
scrupulous retailers”...Standard & 
Poore forecast a new, alltime high 
for advertising, and they were so 
right...The Rev. Charles Howard 
Graf, Episcopal rector of a Green- 
wich Village church, resigned from 
the American Church Union board 


missionary man for American Bilt- 
rite Rubber Co. ...Lingan Warran, 
bete noir of the coupon men, re- 
tired as president of Safeway... 
Fair trade was good as dead, after 
Westinghouse and Sheaffer stopped 
struggling...NIAA notified pub- 
lishers there would be only Top- 
pers awards at NIAA conventions 
hereafter. . . 

A former salesman, William J. 
Farson, was elected exec v.p. of 
the American Newspaper Guild... 
AA checked the set manufacturers, 
concluded that it’s a long, long way 
to color tv...Fairfax M. Cone 
found only one new campaign he 
would like to have done—Leo 
Burnett’s Marlboro job...NCAA 
said grid blackouts had worked 
just fine... 


OBITUARIES 


AA found that the average ad- 
man reported in its obituaries for 
1954 died at 61.5, still 3.6 years 
younger than the national average 
..-Gusried V. Freund, 37, trade 
relations director of Frankfort 
Distillers 
Kight, 57, head of Kight Advertis- 
ing, Columbus, in a plane crash in 
which account exec John Coram, 
28, was also killed...Edward H. 
Wadewitz, 76, founder and chair- 
man, Western Printing & Lithog- 
raphy Co., Racine...Ward Wheel- 
ock, Philadelphia agency man, 
missing and presumed dead in a 
storm off the Bahamas. ..Harry L. 
Hawkins, 59, v.p. and _ busi- 
ness manager of the Philadelphia 


Corp....W. Herbert 


es 


=... 


SEE YOUR LOCAL DEALER 


RETURN TO OUTDOOR—Studebaker will become a major user of out- 

door advertising when it launches a national campaign in January, 

which marks its return to the outdoor medium as a major user after 
an absence of several years. Benton & Bowles is the agency. 


Chicago Tribune who dreamed up| Agate Club—Oldest 


the All-Star football game and | 
baseball game. . .Lewis B. Hill, 62, ‘of U.S. Ad Groups— 


ad director of the Columbus Dis- 
Completes 62 Years 


patch. ..William J. Cameron, re- 
tired ad manager of the Ford Mo- 
tor Co., who used to address Ford! Cutcaco, Dec. 29—The Agate 
Sunday Evening Hour audiences. ..| Club, oldest advertising organiza- 
E. Lansing Ray, 71, former publish-| tion in the U.S., closed its sixty- 
er of the St. Louis Globe-Democrat.| second year today with its Christ- 
Ainslie Alexander Gray, 78, first} mas party and annual election. 
president of Associated Business! Richard C. Eaton, Holiday, was 
Publications, ex-agency man and/| elected president to succeed Hy 
retired secretary of the Electric) Schuster, Look. Other officers cho- 
Assn. of Chicago...J. Paul Hoag,| sen were as follows: 
52, president of Hoag & Provandie, Vice-president, Frank Hunton, 
Boston. ..Francis J. Countway, 79,| True Story; treasurer, Fred Wenck, 
president of Lever Bros. Co. from Farm Journal; secretary, J. Sturgis 
1913 to 1949, a keen student of ad-| Wells, Time; assistant secretary, 
vertising and of market testing. ..| Arch Knowlton, American Home. 
Walter Dill Scott, 86, former pres-| The Agate Club, composed of 


in a dispute over a contest which | Bulletin. ..Maubert St. Georges, 67, 


he termed “barely legal”...AA 


ident of Northwestern University, 
and pioneer in the application of 


magazine representatives, contin- 
ued its support of the favorite 


found that the nine pioneer adver- 
tisers on spectaculars were divided 
in their opinion of their worth, and 
only four were repeaters. . . 


® The anti-trust action vs. six ad- 
vertising associations was finally 
filed, and Judge Stanley Barnes 
loomed like Nemesis. ..The Amer- 


Justice Dept. Files 
Against 6 Associations 


Pull te 


ican National Theater & Academy 
had a fling at closed circuit tv, and 


ANTA Album was a flop, and the 
closed circuit mén said ANTA was 
full of amateurs. ..Edward R. Mur- 
row was dropped by Alcoa, but not, 
they said, because he was contro- 
versial...Philip M. Hauser, Uni- 
versity of Chicago professor, said 
only a moron could fail in business 
in 1975... 

Clarence Eldridge, exec v.p. of 
Campbell Soup, told the AFA that 
advertisers ought to deny economic 
support to disloyal media and com- 
mentators...Sheraton Corp. enter- 
ed the closed circuit tv field, did 
mighty well with the Notre Dame 
games...The American Manage- 
ment Assn. figured the average 
middle-management exec was 45, 
had been in his job four years, and 
earned $11,200...The hottest 
broadcast property was the $64,000 | 


Question, brainchild of Lou Co-/|cy...Gerald H. Smith, 42, president | - 4 treasurer; Roy M. Schwarz, 


wan, who was hired by CBS... 


® Who, oh who, owned Davy 
Crockett? Walt Disney was sure he 
did, and he produced the merchan- 
dising sensation of the year... 
Steve Hannagan’s estate was pro- 


bated at $1,109,551—19% was will-| 
ed to Ann Sheridan, movie actress 
.. Hill & Knowlton bought Robin- 
son-Hannagan Associates. ..Sears, 
Roebuck expanded to Australia... 
Gino Prato, the wistful shoemaker 
who won $32,000, turned up as a 


(St. 


agency president 
& Keyes)...Philip W. 
Murphy, 45, salesman for Dun’s 
Review & Modern Industry and 
onetime AA sales staffer...R. C. 
Maxwell, 81, founder of the big 


former 
George 


outdoor R. C. Maxwell Co. in 
Trenton. ..Richard Sanderson, 66, 
v.p. and secretary of Family Cir- 
cle... 

Bertrand Brooker, 67, v.p. of 
MacLaren Advertising Co., novel- 
ist, and onetime editor of Mar- 
keting...Col. Robert R. Mc- 
Cormick, 74, editor and publisher 
of the Chicago Tribune, who 
built the Tribune to the No. 
1 position in ad revenue 
.. Joseph Pulitzer, 70, editor and 
publisher of St. Louis Post-Dis- 
patch...Stephen P. Glennon, 51, 
v.p., secretary and director of sales 
of Popular Science Publishing Co. 
.. Herbert S. Gardner, 83, founder 
of Gardner Advertising Co. and of 
the Four A’s...J. Don Alexander, 
70, pioneer in the commercial 
movie business...Frank H. Meek- 
er, 66, former senior partner in the 
newspaper representative firm of 
Osborn, Scolaro & Meeker. . .Phil- 
lips Wyman, 60, v.p. of McCall 
Corp. and publisher of Redbook... 
John A. MacLaren, 63, owner and 
founder of MacLaren Advertising 
Co., Canada’s second largest agen- 


of Street & Smith...Thayer Ridg- 
way, executive v.p. and creative 
head of Brooke, Smith, French & 
Dorrance, at 50... 

Amon G. Carter, 75, publisher of 
the Fort Worth Star-Telegram, and 


| great booster for Texas. ..Silliman | d 
| Evans, 61, publisher of the Nash-|¥-P* 3™< Donald H. Halsey, an 


ville Tennessean, and first publish- 


er of the Chicago Sun...Dolph H. 


Odell, 67, retired manager of the 
advertising department of General 
Motors Corp... .John U. Reber, v.p. 
in charge of broadcasting of J. 
Walter Thompson Co. ...George F. 
Schmidt, 35, ad production man- 


ager of ADVERTISING AGE... 


8 William O. Taylor, 84, editor 


and publisher of the Boston Globe 


...-Thomas F. Harrington, chair- 


man of Ted Bates & Co., at 53... 
Arch Ward, 59, sports editor of the 


psychology to advertising... | charity of Chicago advertising in- 
terests, the Off-the-Street Club, 
® Bernarr Macfadden, 87, physical | with a contribution of $1,000. 
culture zealot who built and lost a| 
publishing empire. . -Merle Thorpe, | BBDO Gets All Ocean Spray 
aaa aad Gadnoes teammates ee National Cranberry Assn., Han- 
rector of Cities’ Service Oil Co son, Mass., cooperative organiza- 
Dale C . 66 h books | 40 which markets Ocean Spray 
— Se Peston : S| cranberry products, has appointed 
and courses on personality sett | Batten, Barton, Durstine & Osborn, 
aay ecm agy a new phrase into| +> handle advertising for its full 
ode lline of Ocean Spray products. 
F. B. (Fritz) Ryan, 72, founder | BBDO has handled Ocean Spray 
of Ruthrauff & Ryan and mail-|+,.<h cranberries, cranberry juice 
order expert...Ray Vir Den, 59,| .ocktail and frozen cranberry- 
publisher of the Rome Daily Amer- orange relish for the past two 
years. It now takes over canned 
cranberry sauces from Harry M. 
Frost Co., Boston. 


ABC Radio Adds Stations 

KIOA, Des Moines, Ia.; WNBQ, 
Memphis, Tenn., and WBE, Chil- 
licothe, O., have affiliated with the 
radio network of American Broad- 
casting Co. WNBQ, which is owned 
by General Teleradio, the principal 
stockholder of the Mutual Broad- 
casting System, will be a dual af- 
filiate, handling ABC and MBS 
shows. 


Named by Free & Peters 
Lon A. King, with Free & 
Peters, New York, since 1950, has 
been appointed assistant v.p. A 
Fitzgerald Incorporates the same time, John P. Haskell, 
Fitzgerald Advertising Agency,| formerly of WTOP-TV, Washing- 
New Orleans, many years a part-| ton, has joined the station repre- 
|nership, has incorporated. Officers | sentative’s tv sales staff. 
| of the new corporation, all former- 
ly partners, are Joseph L. Killean, 
president; Joseph H. Epstein, v.p. 


Ray Vir Den, Wit. 
Adman., Publisher. 


ican and onetime president of 
Lennen & Mitchell...Kerwin H. 
Fulton, 70, chairman of the board 
of Outdoor Advertising Inc., who 
dominated much of the industry 
through force of personality, and 
would have celebrated his 50th 
year in it in 1956...Phil Lennen, 
68, retired board chairman of Len- 
Inen & Newell (see obit on Page 43). 


|v.p. and chairman of the plans 
board; Leonard Gessner, v.p. and 
secretary; W. E. Rector Wootten, 
v.p. and executive art director, 
and Warren G. Posey, v.p. and di- 
rector of client service. Also named 
| Robert Carley, both account exec- 
jutives, and Harley B. Howcott, 

| media director. 
‘Observer’ Names Alander | 
Robert J. Alander has been ap- 
pointed advertising manager of the 
Charlotte Observer, effective Jan.) WILLIAM H. FINESHRIBER JR., who re- 
5. He resigned as advertising di-| signed as v.p. in charge of NBC 
rector of the Charlotte News last| Radio several months ago, has 
coat Rig Mae nase mele § MA | joined Television Programs of 
America as a v.p. He will direct 


Robinson, ad director of the Ob- : . 
server since 1950, who has re-| "ational and syndicated sales in 


signed. New York. 


Advertising Age, January 2, 1956 


GE Cuts Prices on 
Small Appliances 
By as Much as 30% 


BRIDGEPORT, CONN., Dec. 27—In 
a move obviously calculated to dis- 
arm discount houses, General 
Electric at the end of last week 
pared its small appliances retail 
prices by as much as 30%. The 
new prices are effective Jan. 3. 

The announcement follows price 
slashes on eight of 17 refrigerators 
by the Frigidaire division of Gen- 
eral Motors. Frigidaire lowered 
prices from 4% to 15%. 

Among the GE appliances af- 
fected are vacuum cleaners, dry 
irons, toasters, mixers, skillets, 
coffee makers, grills, automatic 
blankets and heat fans. 


® Recently GE has been forced by 
court decisions to abandon fair 
trade policies in Michigan and In- 
diana. Also, two big manufactur- 
ers—Westinghouse and Sheaffer 
Pen Co.—recently abandoned fair 
trade altogether. 

W. H. Sahloff, v.p. and general 
manager of GE’s housewares and 
radio receiver division, said the 
lower prices “will give added sup- 
port to the fair trade enforcement 
program of the division, which will 
be continued on its present vigor- 
ous basis and expanded to include 
radios.” 

He said the new prices “have 
been made possible by reductions 
in the cost of moving the products 
from the factory to the customer.” 


Sen. Monroney Wants 
Bipartisan Ad Effort 
for ‘56 Elections 


(Continued from Page 1) 

He said the agencies would be 
staffed by admen on leave from 
their agencies and that their sal- 
aries would be paid by the respec- 
tive parties for which they would 
work. Thus, he said, admen would 
get a chance to work for the party 
of their choice. 

He said that the plan had been 

suggested to him by an advertising 
executive. AA was unable to find 
out who the ad executive was, 
‘since Sen. Monroney was unavail- 
able for comment. 
In his statement Sen. Monroney 
|had said that he understood that 
las yet the Democratic party had 
not found a topflight agency to 
handle its 1956 campaign advertis- 
| ing. 


Crews to Campbell-Mithun 

Tom Crews joined the Chicago 
office of Campbell-Mithun Jan. 1 
las food merchandiser on _ the 
|American Dairy Assn. account. 
Mr. Crews was formerly a mem- 
|ber of the business staff of The 
Traveler, Philadelphia, a publica- 
tion designed for visitors to the 
city. He has also been a sales rep- 
resentative for Better Living in 
| Chicago and Philadelphia. Edward 
|W. Price, former Philadelphia dis- 
trict sales manager of P. J. Ritter 
|Co., succeeds Mr. Crews on The 
Traveler. 


‘Kahn Buys Interest in Agency 
| Jacques L. Kahn, v.p. of Dubin 
& Feldman Inc., Pittsburgh agency, 
has purchased an interest in the 
corporation. Mr. Kahn joined 
Dubin & Feldman in March, 1952, 
following his resignation as di- 
rector of advertising and publicity 
for the 100 Warner’ Brothers 
|theaters in Pennsylvania, West 
Virginia and Ohio. 


Mace Adds Princess Peggy 

Mace Advertising Agency, Peo- 
ria, Ill., has been appointed to 
handle advertising for Princess 
Peggy Inc., Peoria, dress manu- 
facturer. Don Heinrich Advertis- 
ing, also Peoria, formerly had the 
account. 
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To give Time-Buyers the facts and figures they need 
to buy effective radio and television coverage, 
A. C. Nielsen Company is now launching Nielsen Coverage Service No. 2 
(NCS No. 2). This nationwide study will bring up to date and expand 


NCS No. 1 which was made in 1952, and which is still the most frequently 
used source of coverage information in this field. 


NCS No. 2 will take the guesswork out of time buying by providing, 
in compact, easy-to-use form, current answers to such questions as: 


How big is a station’s market—how many homes are there in the area; how many have radio, how many have TV? 
How many families listen to a given station or network? 
In what counties (or groups of counties) are these families located? 
How frequently do these families listen or view and how loyal are they to the statian? 
What other radio and TV stations are serving these same markets, and how well? 
How does U. S. radio and TV ownership breakdown by regions, states, counties... 
by number and type of sets owned...by their location in the home...in the car? 
And many more questions of dollar importance to the radio and TV Time-Buyer (or Seller). 


NCS No. 2 will be available in three forms: 


NCS Agency-Advertiser Service...NCS Station Service...NCS Network 
Service. Each service presents the facts in a form that best meets 
the interests of the subscriber. 


Big discounts for charter subscribers. The price of NCS No. 2 to 
agencies and advertisers is based on the amount spent for radio 

or TV time. (Broadcasters’ prices are determined by the station’s own 
card rates.) This puts NCS No. 2 within reach of all who buy 

(or sell) time. And if you subscribe to NCS No. 2 by January 16 you can 
earn discounts of 20% or more. 


<2 NIELSEN COVERAGE SERVICE ws 2 


Send now for full details and agreement form 
Just ask for a copy of the “Outline of NCS” 

This brochure describes in full the purpose, scope, 
methods, report forms, acceptance, rate structures and 
timetable of NCS No. 2. Send today, so you can 
take advantage of the big savings for prompt action. 


A. C. Nielsen Company ¢ 2101 Howard Street, Chicago 45, Illinois ¢ 500 Fifth Avenue, New York 36, New York ©* 70 Willow Road, Menlo Park, California 
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AGREAT NEWS YEAR... 
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MIDDLE 
EAST 


THE FARMER, 


ADVERTISE IN NEWSWEEK 


i ie mounting excitements of a 
campaign year...the new Kremlin 
intrigues... the faster-bubbling fer- 
ment of the Middle East...the bright 
prospects for the Salk vaccine—what 
a News year ’56 is going to be! 


Serving America’s 
Most Significant Million 
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A Time for Demonstration 

As 1956 begins, we enter a period in which advertising, selling 
and marketing will have unusua) opportunities to demonstrate their 
value to American society and the American economy. 

The year starts on an extraordinarily high economic level, and 
with most psychological factors on the optimistic side. Having com- 
pleted the best economic year the country has ever seen, Americans 
of all shades of economic opinion expect that the next twelve months 
will be just about as good, or maybe even a bit better. 

Yet there are problems on the horizon. The postwar catching- 
up process is over; even the small-scale catching up of 1955, due to 
the modest and temporary declines of 1954, is over and done with. 
We are about caught up on housing, with the need now for normal 
additions to take care of new family formations and the normal 
wearing out of existing houses. It is doubtful if the feverish automo- 
bile demand of 1955 can be maintained in 1956, particularly since 
traffic and parking facilities are by no means adequate to care for 
the automotive population as it stands today. The big factor of tele- 
vision set sales has largely become a matter of replacement sales, 
with color tv apparently still only a tiny dot on the economic skies. 

Wholesale and retail inventories in most lines are large enough so 
that no additional pipeline filling is likely to be required during 
1956; in fact, in some lines there is likely to be net liquidation of in- 
ventories, rather than increases. Consumer credit has been stretched 
to new limits, both in total dollar amounts and in the length of time 
over which payments are spread; it is likely that in this area, also, 
there may be some net contraction, rather than expansion, during 
1956. 

So in a sense 1956 could be the year in which recent theories will 
have an opportunity to be tested under “normal” conditions of high- 
level activity, in a society based on the factor of consumption, rather 
than on factors of production. 

Under such conditions, advertising, salesmanship and marketing 
will have to demonstrate their ability to create new human wants and 
to maintain or heighten perpetual dissatisfaction with the status quo, 
as far as goods and services are concerned. We are convinced that 
they can do their job, but they will need all the help they can get— 
and particularly in the form of new types of products and services, 
and important and obvious improvements in existing products and 
services. 


Clean Up the Gyps and Phonies 


There are those who think-——or thought a few years ago—that cig- 
aret advertising was so bad it was ruining all advertising. Without 
in any way condoning bad cigaret advertising (or any other) we'd 
like to suggest that nothing the cigaret people ever thought up was 
half so bad as current retail automobile advertising, for both new 
and used cars. And we will give second, third and following places 
to local sellers of aluminum storm windows, house repairs, and what- 
have-you who advertise fantastic and obviously impossible prices and 
products. 

A great deal of the dubious credit for this state of affairs must go 
to local radio and television stations which seem poorly equipped, 
even when they want to, to deal with the assorted con men who will 
let you make your own price on their cars, or install aluminum storm 
windows for you for $1.59 each, or remodel your home for $3.98 a 
month, or whatever the bait may be. Generalities are always untrue 
in any literal sense, but it is safe to say that print media, particular- 
ly newspapers, do a far better job of screening out and toning down 
this kind of stuff than do radio and tv stations. Their job is some- 
what easier, and they have had a lot of experience with it. 

But if advertising is to continue to have a place, radio and tv sta- 
tions must stop this nonsense—and fast. 


Gladys the beautiful receptionist 


Advertising Age, January 2, 1956 


Rough Proofs 


It is understood that those pass- 
ports to the moon to be issued by 
Jim Mangan may be used even by 


“He’s only in, now, 


people who haven’t engaged pas- 
sage on the first rocket ships to 
the satellite. 


After looking over the tough 
competitive situation created by 
the activities of the titans of the 
business, Motor Products decided 
to put its appliance line in the 
Deepfreeze. 


The Old Professor says . that 
while the automobile companies 
are doing all they can to build 
safer motor cars, the next big job 
is to arrange to build safer people. 


—John McCarthy, Consultant, Rye, N. Y. 


Now another congressional com- 
mittee will take a whack at inves- 
tigating complaints of automobile 


to lunch buyers.” 


What They're Saying 


dealers. The idea will be to show 
a man can be unhappy even when 
he’s making a lot of money. 


Help! Help! 

Hollywood press agents may 
have to take a back seat. Current 
automobile gimmicks, fantastic 
claims, “unbelievable deals,” con- 
tinue. They sicken not only the 
public, but many dealers, too. 

Here are some: 

“Our prices can’t be beat.” 

“We beat any deal.” 

“We mean it. Nobody beats our 

deal.” 

“We beat them all.” 

(We’re beat. How about the cus- 

tomers?) 

Other copy says: 

“Name your own deal.” 

“Our back is against the wall.” 

“They gotta go.” 

(Distress copy that distresses 

everyone.) 

Still other copy heralds: 

“Greatest buying opportunity of 

a lifetime.” 

“The best deal in the world.” 

“The greatest sale in our 40 year 

history.” 

“The best buy in town.” 

(Which one do YOU believe?) 

Still more: 

“The honest truth. We 

loaded, loaded.” 

“This can’t be true.” 

“Unclaimed—Unowned Cars.” 

(Must have been lost by the fel- 

low who is loaded.) 

Finally: 

“World’s highest trade.” 

“No offer refused.” 

“Fabulous price.” 

“Price that will amaze you.” 

“Brand new 1955 Brumps at un- 

believable prices.” 

(We are amazed. They are un- 

believable.) 

One advertises: 

“We must be crazy.” 

(We add a loud “Amen.”’) 


—Bulletin of the Chicago Better Busi- 
ness Bureau. 


are 


Frankly Provocative 

While no doubt the almost uni- 
versal, but largely unorganized, 
desire to better the drug industry’s 
relations with the public is based 
upon the best of intentions, prog- 
ress would be more prompt and 
more sure if this desire were 
geared to definite aims and objec- 
tives and these, in turn, were im- 
plemented into a practical work- 
able program. 

By way of being provocative, let 
it be asked that if the drug store 


Julius Rosenwald used to say 
there were millionaires all over 
the country who insisted they had 


is recognized as the dominant out- 
let for the industry, and if the 
pharmacist plays a major role in|been losing money making things 
the handling of the industry’s|for Sears, Roebuck. 

products at the highly strategic ° 

point of consumer contact, would 
not an effective public relations 
effort in behalf of the drug store 
be equally effective for the indus- 
try as a whole? 


In view of the agitation for a 
law against bootlegging automo- 
biles, it may be recalled that back 
in Prohibition days many people 

This idea, however provocative | considered their favorite bootleg- 
it might be, would seem to merit} gers as next to their next of kin. 
careful study. Building a truly e 
constructive public relations pro- 
gram for the retail drug store 
might result in aiding the manu- 
facturers and retailers and thus 
succeed in doing the public rela- 
tions job which so urgently needs 
to be done. + 


—Editorial in Drug Trade News, Dec. 

19 issue. The way the Cleveland Browns 

intercepted Rams’ passes in their 
championship game made onlook- 


_Buttering the Buyer 
It used to be a big town pastime|ers believe they had borrowed a 
few Indian outfielders for the 


to poke fun at country papers, 

many of which have grown into| afternoon. 

journals that put their city con- e 

temporaries to shame. Their one- aD ot 

time specialty of buttering up the} The success of U. S. Steel's “Op- 

customer still creeps into tv now eration Snowflake F had the appli- 

ond that... ance industry singing, during the 
weeks preceding the holidays, “I’m 


It is easy to say that times have ; P : 
changed; harder to believe that the dreaming of a white goods Christ. 


The champion Cleveland Browns 
would look a lot different without 
Coach Paul Brown, and they’ll 
look even more different without 
Quarterback Otto Graham. 


mas.” 
fundamentals of smooth, farflung 
contact with people are much dif- . 
ferent than experience has proved] without reference to the possi- 
them to be. bility of hurricanes, experienced 


Human nature is a persistent 
thing, from generation to genera- 
tion. There is proof of it among 
the modern successors of those 
old-time country editors who 
wrote to people long before any- 
one could talk to thousands far 
/beyond their view. Most of them 
| didn’t even have a telephone. 

To this day, when a privileged 


weather forecasters, noting the 
impending Presidential campaign, 
are designating 1956 as the year of 
the big blow. 


lf prosperity can be measured by 
the volume of discretionary spend- 
ing, perhaps a valuable business 
indicator would be provided by the 
tv personality wants a bargain, a|number of cans sold to pack dog, 
discount or a personal break of|cat, fish and other pet foods. 
some sort, he doesn’t fall far short “ 
of the old technique. You'll catch 
| it in the ad lib or the stretch of the 
script. 


—Frank Tripp’s column in The Advo- 
cate, Stamford, Conn. 


It’s worth remembering that the 
nine-year-old lad who recorded 
“I’m Gettin’ Nuttin’ for Christmas” 
undoubtedly had the biggest 
Christmas in all his young life. 
The Way Up 

Always remember that the . 
soundest way to progress in any 
organization is to help the man 


ahead of you get promoted. 
—L. S. Hamaker, general manager, 
Republic Steel Co., speaking at a 
meeting of the Cleveland 


Don’t be too surprised if it takes 
your faithful Girl Friday a few 
more days to learn that this is the 
year of our Lord nineteen-hundred 
and fifty-six. 
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You can tell the “Sales Power’’ of a 
~m newspaper by its linage... 


none 


In 1955 
The Inquirer carried the 


LARGEST VOLUME 


OF ADVERTISING 


in the history of any 
newspaper in Philadelphia! 


39,000,000 lines of advertising in 1955... a gain 
of 2,000,000 lines over 1954... a leadership of 
6,000,000 lines over the 2nd Philadelphia newspaper. 


1955 marked the 22nd consecutive year that 
advertisers have made THE INQUIRER their 
first choice for sales in Delaware Valley, U.S.A. 


Che Philadelphia Mnguirer 


Exclusive Advertising Representatives: NEW YORK—ROBERT T. DEVLIN, JR., 342 Madison Ave., Murray Hill 2-5838; CHICAGO—EDWARD J.LYNCH, 
20 N. Wacker Drive, Andover 3-6270; DETROIT — GEORGE S. DIX, Penobscot Bldg., Woodward 5-7260. West Coast Representatives: 
SAN FRANCISCO—FITZPATRICK ASSOCIATES, 155 Montgomery St., Garfield 1-7946; LOS ANGELES—FITZPATRICK ASSOCIATES, 3460 Wilshire Boulevard, Dunkirk 5-3557 
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Tp are ple eg hp atti ee Peabo Nag ets 


which disclosed that 47,088 farms 
| included in their equipment a to- 
|tal of 52,801 trucks. 

The number of farms reporting | 
automobiles and the number of 
cars reported in selected years 
| since 1920 were: 

Year Farms with Cars 
| 1954 3,390,707 


70% of Farms 
Have Cars, ‘54 
Census Reveals Mie “300707 


WASHINGTON, Dec. 27—Seven 1945 3,630,433 
out. of 10 farms in the U.S. counted 1940 3,542,036 
automobiles among their equip-/| 1930 3,650,003 
ment in the 1954 census of agricul- | 1920 1,979,564 
ture, according to a report by the | 
Census Bureau. ‘Plan $70,000,000 Bond Issue 

The census disclosed that 3,390,- for Miami World's Fair 
707 out of 4,782,393 farms have The Florida supreme court has 
automobiles. The total number of|approved plans for a proposed 
cars on these farms was 4,258,178 | $70,000,000 bond issue to help fi- 
—slightly more than the 4,206,447 | nance a permanent world’s fair in 
cars reported on farms in the 1950 Miami. Plans are to put the bonds 
census. 'on sale in January, according to 

However, the proportion of/Dr. William H. Walker, chairman 
farms with cars had increased /of the state-created Inter Amer- 
from 63% in 1950 to about 71% in|ican Trade & Cultural Center Au- 
54. There was almost no change|thority. Most of the $70,000,000 
in the absolute number of farms would go to buy and prepare land 
with cars. The 1954 figure of|for the exhibition. Exhibitors 
3,390,707 is only 934 higher! would finance the remainder of 


No. of Cars 
4,258,178 
4,199,224 
4,148,275 
4,144,136 
4,134,675 
2,146,362 
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Tymick Llewellyn 
PARTY PARTICIPANTS—Shown at the 
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Barr Buehler 
annual holiday dinner and dance 


given by the t.f. Club of Chicago for agencies and advertisers are: 

Henry Tymick, Buchen Co.; Ross Llewellyn, Ross Llewellyn Inc.; 

George Buehler, president of the club, and Ruth Barr, Russell T. 
Gray Inc. 


than the 1950 figure of 3,389,773. the estimated $200,000,000 total Automation Will Help Solve Problems It 
Creates, Louisville Marketers Are Told 


| cost. 
® The 1954 census also revealed; The center, to be called Inter- 
that a total of 65,360 trucks were | ama, is scheduled for completion 
found on the 59,346 farms equip- in 1958. It is designed for business, 


LovuIsvILLe, Dec. 27—Automa- 
tion can be expected to help pump 


“It is to be hoped that a broad, 
professional outlook on the part of 


Advertising Age, January 2, 1956 


Freund Sees Ad 
Business Entering 


‘More Civilized’ Era 


New York, Dec. 27—“Advertis- 
ing is emerging from the cave man 
era,” Morton Freund, exec v.p. of 


| Lawrence C. Gumbinner Advertis- 
| ing, optimistically reported last 
| week in a radio interview on “Your 
Better Tomorrow.” 

“We are coming out of the era 


when the advertiser tried to win 


his prospect by clubbing him over 
the head, into a more civilized pe- 
riod in which he will court him 
more gently, more pleasantly, and 
in more mature terms,” Mr. Fre- 
und prophesied. 

“America is growing intellectu- 
ally, and more advertisers must 
take this into account. I think that 
you will see more and more adver- 
tising making a bid for attention 
by amusing and beguiling people— 
and more and more selling through 

|ideas and facts that lead people 
| to convince themselves,” said Mr. 
| Freund. 

(The present campaign for G. F. 

| Heublein cocktails and cordials is 
| his creation.) 


|® When asked for a success for- 


ped with trucks. This is an increase |industrial and cultural inter- 
of more than 12,000 trucks and 
12,000 farms since the 1950 census, 


VALUABLE FRANCHISE FOR 
EXECUTIVE SALESMEN 


Well rated concern national in scope. Advertis- 
ing or intangible experience necessary. No in- 
vestment or inventory. A business of your own 
with protected territory. Men must be of high 
caliber, educated, nice appearance, and experi- 
enced in calling on top management. Reference 
required. 95% renewal year after year. We have 
testimonial letters from over 80% of our cus- 
tomers. This is a startling new idea, but old 


enough to be proven. This is prestige advertis- | 
ing and Public Relations in its most palatabie | 


form. We are now setting up restricted territory. 
Our plan of pay is much better than « draw. 
If you can meet the requirements above and will 
conscientious! your re- 
newals will be enough retire 

you immediately although we bill 

monthly. Write 


RANDALL, Suite 143 
BUSINESS DIGEST & FORECAST 
1724 - 20th Street, N.W., Washington 9, D. C. 


an increasing volume of goods into 
consumption channels, but it is 
| also opening up new vistas in mar- 
| ket research for those who will 


change among the Pan-American 
| countries. 


marketing men will enable them to | mula Mr. Freund, veteran of more 
consider customers as human/|than 25 years in the agency busi- 
beings and not mere consuming ro- | ness and former head of an agency 
bots. Then the trend will be truly | bearing his name, declared, “Suc- 


Emil Mogul Names Four | 

Emil Mogul Co., New York, has | 
jappointed Jeanne Harrison, for-| 
imerly with Ziv Television Pro-| 
grams, an executive tv producer-| 
|director. The agency also has| 
named George Mecir an associate 
art director, Arnold Feldman chief | 
sales analyst and David A. Neuman 
an assistant account executive. Mr. | 
Mecir formerly was with Carl Rei- 
mers Inc.; Mr. Feldman previously 
was with Batten, Barton, Durstine 
& Osborn, and Mr. Neuman former- 
ly was with Molesworth Associates | 
and Bozell & Jacobs. 


as a major aid to 
your Quad-City 
marketing plans 
in 1956 


Represented By 
AVERY-KNODEL 


have to cope with the resulting 
marketing problems. 

This is part of the glimpse of the 
future of marketing offered mem- 
bers of the Louisville chapter of 
the American Marketing Assn. last 
week in talks by Ronald L. Austin, 
professor of business administra- 
tion, Hanover College, Hanover, 
Ind., and Lohnas H. Knapp, fore- 
casting specialist, General Elec- 
tric’s major appliance division 
here. 


ductivity that must be absorbed 
and digested, Prof. Austin pointed 
out. But increasing mass produc- 


9 | tion and mass distribution, he de- 


clared, “should not mean the mere 
mechanical process of forcing 
goods into the pipelines of trade. It 
also must involve the more com- 
plex and delicate problem of ad- 
justing and balancing production 


| and distribution. 


ROCK ISLAND, ILL. 


s “Further quality as well as 
quantity adjustments are neces- 
sary if the welfare as well as the 
pocketbook of the consumer is to 
be accommodated,” he said. 

A true upward trend, he added, 
cannot be accomplished merely by 
further mechanization and routin- 
ization of marketing or by making 
purchase of goods “a reflex action 
preconditioned by advertising. 


meturcaily 
superior 


Many of our craftsmen have been with us 
for over 20 years; some for 28. 

This experience can work for you. 

Call Superior for top speed, top quality 
at Bottom cost! SU perior 7-7070. 


upward,” he added. 

Prof. Austin pointed to the like- 
lihood by 1970 of a population of 
200,000,000 in the U.S. and a gross 
national product of more than 
$600 billion. The present decline 
in the 30-44 age bracket, with its 
shortage of labor and technicians, 
will be sharply reversed in the 
late "60s with a “consequent spurt 
in family formations and a re- 
sulting upward sweep in popula- 
tion after 1970,” he said. 


Automation will create a pro-| 


® An entire new level of achieve- 
ment and responsibility is opening 
up for marketing research people 
as part of the effect of automation 
in the market research field itself, 
Mr. Knapp said. 
According to the General Elec- 
tric market research official, the 
mission of the market research 
worker will become less and less 
that of accumulating and organiz- 
ing data for the solution of mar- 
keting problems. Increasingly, he 
| said, it will be the task of “setting 
up procedures to tell management 
|about problems before manage- 
ment knows they exist.” 
Only now is market research ap- 
proaching the “steepest part” of its 
| growth curve, Mr. Knapp declared. 
In years to come, he added, mar- 
ket research can be expected to 
produce a “packaged” kind of fac- 
tual guidance that will recognize 
|a problem, call it to the attention 
| of management, produce the facts 
| and offer possible decisions and 
| predict the probable outcome. 


Grey Appoints Two; Resigns 
Holgate Bros. Account 

| Grey Advertising Agency, New 
| York, has appointed Dr. Homer 
| Wood, formerly assistant place- 


|/ment counselor of Lever Bros.| 


| Co., manager of its research de- 
|partment. The agency also has 
named John Van Zurinen, pre- 
'viously with L. W. Frohlich & 
Co., an art director. 

Grey has resigned the advertis- 
| ing account of Holgate Bros. Co., 
Kane, Pa., toy manufacturer, ef- 
| fective Jan. 1. 


Niagara Promotes Pring 

George W. Pring has been ap- 
pointed system manager of pub- 
licity and advertising of Niagara 


| cess in advertising demands, above 
jall else, creative drive, coupled 
with integrity. And only those 
who have these can make the 
grade.” 


Fine Fabric Sources Again 
Schedules ‘New Yorker’ Ads 

Fine Fabric Sources, an organ- 
ization formed by 11 decorative 
fabric wholesalers to educate the 
public on the advantages of con- 
sulting a professional decorator, 
is launching the second phase of 
its year-round campaign. One full 
page and four quarter-page inser- 
tions have been scheduled for the 
February, March and April issues 
of The New Yorker, while full 
pages in the January Interiors and 
Interior Design will tell the trade 
about the forthcoming campaign. 

The five advertisements which 
FFS ran last fall in The New York- 
er (AA, Oct. 10) now illustrate a 
four-page brochure which is be- 
ing mailed to 8,500 interior dec- 
orators and designers. Alfred 
Auerbach Associates, New York, is 
the agency. 


RTVW Extends Programming 
to Accommodate Swing Shift 
As a result of requests from 
|Swing-shift workers in the Puget 
Sound area, KTVW, Seattle-Taco- 
ma television station, will extend 
| its programming until 3 a.m. Mon- 
j|day through Friday, William 
| Veneman, general manager, has 
| announced. The new schedule 
|brings “Greatest Fights of the 
|Century” at 11:35 p.m.; “Mr. and 
Mrs. North” at midnight; “The 
Ruggles” at 12:30 a.m.; “Ramar of 
‘the Jungle” at 1 a.m., and a full- 
length film under the name, 
“Swing Shift Theatre,” at 1:30 a.m. 
| Requests for late shows were 
| received from building service em- 
|ployes, Boeing Airplane Co. em- 
|ployes, and the Sailor’s Union of 
the Pacific. 


Lewin, Williams Adds Two 
| Lewin, Williams & Saylor, New 
York, has been appointed to handle 
advertising for Overseas Char- 
|ter & Shipping Co., North Ameri- 
‘can representative of the Sitmar 
| line. Sitmar, an Italian company, 
~— six passenger ships between 
| New York, Southampton, Le Havre 


|Mohawk Power Corp., Syracuse. | and Bremerhaven. The agency also 
Mr. Pring, formerly manager of|has been named to handle ad- 
publicity and advertising of the | vertising for Korrigan-Lesur 
|company’s central division, has|Corp., French sweater manufac- 
| been with Niagara Mohawk since | turer. Sterling Advertising Agency 
1930. formerly handled Korrigan-Lesur. 
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Advertising Pages and Linage in National Magazines : 


Ofticial Figures for November and Year-to-Date as Compiled by Publishers Information Bureau 
Publications with an * report directly to ADVERTISING AGE 


Panes. Lines 
r Page: ~—_— Lines 


“Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov. Jan.-Nov. | Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov, Jan.-Nov. 
1955 1954 1955 1954 1955 1954 1955 1954 | 1955 1954 1955 1954 1955 1954 1955 1954 
Weeklies, Bi-Weeklies, Semi-Monthlies TV Star Parade ......... 79 19.5 1799 159.6 7.698 8,365 7 162 68.468 
*Capper’s Weekly .......... 224 187 1525 189.2 22,403 18,724 152,498 189,053 | acicrats Romance Group: _ — oa , ers 
a, Se seonneey 312 309 2423 2224 12896 12,781 100,297 92,062 | ‘Revealing Romances ...... 18.0 19.0 1733 1770 7.712 8162 74,352 75.933 
agai e 7 es aes ae s = — oes eee 183 208 179.0 199.3 7,867 8,962 rene 85,493 
i ee Rp 22 256 229 2921 2335 25600 22980 232100 233.470 | qn siny Wenevs Gruss _ ara 
tite tS ASN. 423.6 515.7 4,080.7 3,905.5 288,048 350,676 2,774,876 2,655,740 |  photoplay ............... 43.0 38.4 4218 4224 18447 16,473 186,952 181,210 
| ES ssesagapadtade css3 5049 AOS «7658 zrzses 255212 L7se2ze2 redsces | Iv adie Mier ......... = = = St. oa nee. ae ca ‘ 
tet eeeeeeeeeees . t 051. 745. i ; 738, 606. True Experience .......... 247 269 287.3 ‘ , : 87 : 
iMewoweet ooo 3135 3269 2.7345 2624.8 131.670 137.214 1.148.490 1,102,374 fie toe Stories 249 273 2884 2810 10682 11712 123,724 120,549 
+, om Spe Ieanmeinaes 2. = eS eee ee ee ee ee | ee Se...» 54 25.4 263 287.1 280.0 10.897 11.283 123165 © 120,120 
PTT OTITTT TT . . iJ * ° A ¢ ° pp ES Ye : 8 ‘ i . 36 ‘ =, 
Saturday Evening Post ...... 3871 319.4 3,420.7 3,480.8 263228 217192 2326076 2,366.98 ut St mn Soe : 
Saturday Review 1038 101 Y pny le ln ar eS pees 5002 4948 50786 49362 214628 212,328 2178719 2,117,636 
¢°Sperting News .......... * o.2 737.7 736.5 , ¢ 7 “ Not included in totals. {Published bi-monthly; figures shown are for November-December issue. Started publication as a 
f #16Sports itestrates 14 1 ys —r4 sone aI a cooeee | bi-monthly in March 1955. §Published bi-monthly; figures shown are for October-November issue. Started publication as 
“<a Y . r . y . ’ P a bi-monthly in April 1955. 
po J iss un astueeseeeee 338.2 358.0 3,060.5 3,055.5 142,044 150,360 1,285,410 1,283,310 | wote. Figures for each publication in the Dell, Fawcett, Ideal and True Story growps include all advertising carried by the ~ 
& hes 6 Gas tuck. sikt Gab -eaeen ‘acme el senaes nanan Sl | vroup as a whole PLUS additional advertising carried by each individual publication. ; 
Total Group ............ 3,099.3 3,033.9 25,3826 24,5355 1,656,426 1,614,741 13,698,272 13,317,301 | e ® t 
- fF *Five issues in November 1955; four issues in November 1954. tFour issues in November 1955; five issues in November | Magazine Linage Trend Figures in Thousands d 
1954. §Started publication in August 1954. Not included in totals. i 
| Women’s = 
J $Better Living ............ 341 451 3253 412.7 14629 19,348 139,554 177,048 | . WEEKLIES GENERAL 
if S4erier’s Magazine ........ — —— 5640 537.0 356,448 339,384 | 1955 1955 
verywoman’s .............. 39.4 413 4206 456.7 16,903 17,717 180,437 195,924 | 
{Family Circle o-oo. 79 888 7349 7744 33848 38095 315272 332217 | | NOV.| 1656 | NOV.| 707 aa 
ood Housekeeping ......... 162.6 139.2 1,328.3 1,283.9 69,755 59,716 569,841 550,793 
Ladies’ Home Journal ...... 1296 1288 11101 9897 88128 87,584 754868 67299 | | OCT.| 1,643 | ocr.| 704 | : 
McCall's Magazine .......... 94.4 76.7 822.1 730.0 64,192 52,156 559,028 496,400 | 1954 ; 
Porents) Magasing ......... 79.2 82.0 643.5 697.1 33977 35,178 276,062 299.056 | 1954 ' . 
De” shabepecess so ocecw ¥ * . “ 
Suton 1164 «85.7 1,255.2 11416 79,152 58276 853,536 776.288 | | oy ONES NOV. 
Southwest Edition ........ 36.2 265 327.8 3195 15,530 11,387 140,645 137,065 
Mountain Edition ...... 34.6 25.5 2986 2965 14841 10,917 128,096 127,198 
ZNo. Calif. Edition... 36.0 270 3198 3203 15,450 11,588 137.200 137.409 WOMEN’S BUSINESS FASHION HOME 
Z#Northwest Edition ...... 36.0 28.9 3208 322.7 15,484 12,397 137,622 138,438 1955 1955 1955 
¢Woman’s Day ............. 73.7 711 6426 673.9 31617 30,502 275,675 289,103 
Woman's Home Companion .. 57.7 623 586.9 S818 39,236 42,364 399 395,624 nov.[426 | nov.[ 316 | nov.[580 | 
*The Workbasket .......... 34.1 35.7 308.0 319.1 6.686 6,994 60,372 62,533 
Total Group ............ “SS 832 85053 F3804 @95,653 @59,317 4G 524382 7,385,087 oct. ocr.[ 322 | ocr.| 594 
tSee note at end of linage tabulation. §Published in January, April, July, and October. Not included in totals. 
Ge 1 1954 1954 1954 
nera. 
v. EES nov. EPEH 
*American Artist .......... 285 27.2 250.7 2682 11,982 11416 105,299 112,644 NOV. REE 
*American Forests ......... 118 «6146 4=— 2094S «174.7 4,956 6,132 87,962 73,374 
American Legion ........... 20.5 174 2085 2161 8.610 7,308 87.570 90,762 i 
American Magazine ......... 188 179 2329 250.3 7,896 7,518 97.818 105,126 
TE wenttaedhbeseanieed 23.0 214 2067 ~# 2211 9.867 9,181 88,674 94.852 | Business 
Atlantic -...+-+seeeseeeees 36.0 322 2959 2764 15,120 13,524 124278 116,088 | Business Week ............. 516.0 474.8 5,214.5 5,123.1 216,720 199,416 2,190,090 2,151,702 a 
— ; ST. shidedaccas 54.4 54.7 383.3 391.0 23,338 23,466 164,436 167,739 | ¢Dun’s Review & Modern Industry 71.9 81.1 802.2 934.4 44,290 34,062 494,155 392,448 
Columbia ....... 6... eee 99 ls 108.3 58.2 4,158 7,973 45,486 40,069 | +*Financial World ........... 45.4 338 555.0 469.7 19,046 14,189 233,090 197,274 
Coronet .......eeeeseeeese 32.6 33.0 297.8 268.0 5,933 6.006 54,200 TE Ss coats Wavesk 54.1 50.0 566.3 482.6 22,722 21,000 237,846 202,692 
Cosmopolitan «.........0... 23.7 321 2272 2619 £10,167 13,771 97469 22555 | Fortune ...............0-5 163.3 163.0 1,469.5 1,527.0 103,206 103,016 928,724 65,064 
cmos Magazine .......... 8.3 8.6 76.9 65.3 3,499 3,612 32,294 27,426 | Nation’s Business .......... 473 49.0 4235 451.2 20,292 21,021 181,682 193,565 
al tel oa my ane -— an = my ro = oy TS” eae $58.0 “S517 90310 9880 426276 302,704 4,265,587 “4,102,745 . 
= * i See eae 103.0 737 745 575.1 70.040 50.116 485.860 391,068 Smaller page size (420 lines) in November 1954. {Five issues in November 1955; four issues in November 1954. 
aay eo pantie 181 134 1829 124.0 7.637 8.421 76,809 76,384 | vouth 
MN 3a, Wace ele cos 26.3 285 2378 220.0 18121 19,609 163,603 151,360 ou 
oFertateht pain albd cial ail atste 403 340 3149 2318 16919 14,287 132,257 97,359 | American Girl ............. 27.6 222 257.5 2725 11,840 13524 110,468 116 902 
de i 49. t ? . y ’ : “9 Ra newren 29.7 4 ‘1 257.4 20,196 9,312 190,468 175,032 
*Grade Teacher ............ 39.6 23 sae 294.0 78 12503 aes 7 awe ee 116 38 Oe 28.1 4,988 2,480 12.778 12,036 
Harper's Magazine .......... 32.9 348 2722 247.0 13,818 14616 114,324 103,740 | Scholastic Magazines ........ 314 342 3176 3084 13,188 14,364 133,392 129,528 
- “Dao REP 102.0 75.5 769.5 722.6 69,360 51,340 523,260 491,368 | *Scholastic Roto ............ 5.8 3.7 41.6 34.7 5,098 3,237 36,418 
*Improvement Era .......... 544 339 337.7 327.9 22852 14,254 141841 137,718 Total Group ae Yoel “943 “9266 “S011 55310 “48917 483,524 ~ 463,866 
Stestrector postereesteeees OS 826 @33 <2. 62m 2. ee gets: UC SC , 
otor So aC 86.1 788 1,289.4 11343 50,642 46,330 758,170 666,968 
National Geographic ........ 456 436 4508 4081 10853 9941 107.290 93,047 | Outdoor & Sports 
*Promenad® oo. 0... 0.0... 33.2 34.0 246.2 2269 14,230 14586 105,616 97,340 | *American Rifleman ........ 67.55 70.7 675.7 659.6 28,963 30,325 289,883 ° 282,963 
tat Reader's Cit .......%.. = = 8) << 5.096 44,954 —— | Field & Stream ............ 118.6 67.7 778.3 724.6 50,879 29,043 333,891 310,853 
oc Aino a 90 113 1004 98.9 3,842 4,838 43,089 42,428 | *Fur-Fish-Game ............ 255 209 2219 2244 10,945 8,976 95,182 96.268 
Redbook Magazine t 241 2606 2238 13,385 10,339 111,797 96,010 | Outdoor Life .............. 685 609 770.2 724.6 29,387 26,126 330,416 310,853 
= seccecccecesecees a 104.2 79.9 = Fp oa = =4 ee eee 58.9 53.3 664.8 608.3 25,268 22,866 285,199 260,960 
NERY 74.3 68.3 .209 y 49, ; Sportsman’s News ...... 78 2.0 95.8 5.9 3,346 1,541 41,975 4,635 
= & Country 75.5 746.2 6941 56,438 47,716 471,598 = Total Group ......-....-, 339.0 2735 31109 2941.5 145.442 137,336 1,334,571 11,261,897 
‘own Journal ... ° Po =. — —— pen ae 7 4 *Larger page size (784 lines) in November 1954. Not included in totals; started publication in October 1954. 
*Yachting ................ 80.2 82112068 1,019.9 47,158 48,248 650,808 599,674 Mechanics & Sci 
Total Group 6 122h2 12,2014 11,2091 706503 628,724 6294123 5,788,715 | “sechanics euce 
‘Larger page size (688 lines) in November 1954. ‘Larger page size (628 lines) in November 1954. *Published bi-monthly, Mechanix Illustrated ........ 77.8 79.2 743.6 728.4 17,427 17,741 166,566 163,162 
figures shown are for November-December issue. ‘See note at end of linage tabulation. °Started accepting advertising in | Popular Mechanics ......... 143.3 1415 1,523.1 1,572.6 32,099 31,696 341,174 352,262 
April 1955. #Not included in total. “Popular Science ........... 145.6 143.8 1,445.4 1,404.6 32,609 32,214 323,777 314,633 
#*Science & Mechanics ...... 979 919 468.9 457.3 21,930 20,586 105,034 102,435 
Home ee 366.7 364.5 3,712.1 3,705.6 82,135 81,651 831,517. — 830,057 
American Home ............ 22 4S WA SS 60 Oe Oe | |(aeen | S88 See © ee 1 Coy; See Som oe fe Cte tenetr Gee. 
Better Homes & Gardens 143.5 124.2 1,466.7 1,391.1 90,692 78,494 926,954 879,175 
*Flower Grower ............ 27.7 32.7 576.3 622.2 11,620 13,720 242,060 261,324 | Detective & Fiction 
By ~~Gieeenbeee ile i a hn i ae ee ee 162 154 150.3 146.4 6950 6,507 64479 62,806 
Household ......---.-.----. S25 446 S043 4826 22523 19133 216345 207,035 | “"*rilling Fiction Group ..... 7 38 BT A KA 2006 20,083 = _ 20,608 
Sea, 125.4 1126 873.3 774.0 79,253 77,420 551,926 489,168 Total Group ............-. 24.9 24.5 240.0 238.8 8,904 553 84,562 83,504 
Sunset Magazine ........... 154.9 151.8 1,423.7 1,495.0 65,058 63,756 597,954 627,900 
Total Group ..... ....... 355 “856 T9159 7.7662 S19,773 32280 4476490 301424 | Farm 
§+Better Farming .......... — 788 5568 8603 ——— 33,805 238,867 369,069 
Fashion Capper’s Farmer ............ 55.2 420 6195 S811 23,681 18,018 265,766 249,291 
a os mS ues 98s) ean om 0s | Oe eee ............. 1448 89.4 1,1378 9944 62,119 38,353 488,116 426,598 
TEC E Pee ee eee eee eee \. \. , . " tFarm & Ranch— 
} menor we tseeeeeeeeeeeees os _— mee —_— aos — po a pa Southern Agriculturist 34.6 331 4312 4194 14843 14,200 184,985 179,923 
ao s © og eee ren eens 96.9 755 11701 10397 4570 $2 389 501.973 446.031 | {Prouressive Farmer ......... 100.2 90.1 1,028.9 1,014.1 68,136 61,268 699,652 689,588 
—. seeeeeeeececes nS «BSF Leese eens lees lisaes Leeaeen Lesnas | SND Pome .....50.. 87.4 815 955.3 5.9 39,330 36,675 429,885 416,655 
aie 1S Dee wma was Sis0 ry Fe Ts Wee 5175055 985.702 | er ee 422.2 4149 4,729.5 4,795.2 208109 202.319 2,307,271 2,331,124 
Total Group ...........+- . S 6,125. 689. , , 175, , +Formerly Country Gentleman. ¢See note at end of linage tabulation. SEffective September 1955. Better Farming and Farm 
Journal combined to form Farm Journal & Country Gentleman. 1955 Cumulative figures for Better Farming are for the 
Movie-Romance-fadio period ending August 1955. 
roup: 
Modern Romances ........ 33.9 305 308.2 3208 14,543 13,084 132,218 137,623 
Modern Screen .......... 299 310 2989 3190 12827 13299 128228 136851 | Newspaper Sections (I) 
Screen Stories ........... 25.0 23.0 255.5 2651 10,725 9,867 109,610 113,728 | (Nationally distributed with Sunday newspapers) 
Fawcett Women’s Group: American Weekly .......... 63.1 44.1 606.1 500.3 53,635 37,485 515,185 425,255. 
Motion Picture & TV Magazine 17.6 159 199.5 2023 7,550 6,821 85,586 86,787 | Family Weekly ............. 224 131 2563 1096 24,990 11,135 217,855 93,160 
True Confessions ......... 248 208 2426 249.0 10,639 8923 104,075 106,821 | Parade ...........eceeeuee 75.3 54.0 683.0 570.1 64,005 45,900 580,550 484,585 
*Hillman Women’s Group .... 18.7 18.7 1786 157.9 8,033 8,021 76,614 67,738 | This Week Magazine ........ 1015 66.9 9068 769.1 86,275 56,865 770,780 653,735 
—— aa A yg tees 4.3 7 @6 635.1 1827 =61,601, 10,555 = 5,072 | Total Group ........+... 2693 1781 24522 9491 “228905 151,385 2,084,370 1,686,735 
Intimate Romances ........ 211 217 2104 1824 9,068 9,309 90,263 78,250 
eek dohsbees 232 23.7 238.7 220.7 9948 10167 102390 94.680 | Newspaper Sections (II) 
Movie Stars Parade ....... 23.2 23.7 238.6 220.7 9,962 10,167 102,372 94,680 | (All other newspaper sections and — 
Personal Romances ....... 212 2160S 209.6 Ss«d81 9,099 9,266 89,923 77,992 First 3 Markets Group .... 47.8 34.7 480.9 402.3 40,630 29,495 408,765 341,955 
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. sister publication of Florida Home- 


Advertising Age, January 2, 1956 


Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. * Jan.-Nov Jan.-Nov. Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov. _ Jan.-Nov. 
1955 1954 1955 1954 1955 1954 1955 1954 | 1955 1954 1955 1954 1955 1954 1955 1954 
New York Mirror Magazine .. 523 446 4411 4189 51,254 43,708 432,278 410,522 | Foreign 
New York Times Magazine .. 203.8 2028 2,349.7 2,140.2 173,230 172,380 1,997,245 1,819,170 | Life International: 
WE ME bodes cc andees 303.9 282.1 3,271.7 29614 265114 245,583 2.838.288 2.571.647 | — alle oe 75.4 91 727.2 586.0 51,340 os 494,479 394,910 
; ish Edition ......... 98.5 78.4 7487 654.0 67,065 53, 509,099 444,720 
All figures in the following groups were complied by Advertising Age | $tenwest-Earepese irae tees 48.0 614 5088 406.1 20,160 25,795 213,696 170,548 
ewsweek-Pacific: 
e Asian Edition ........... 60.3 819 618.7 6041 25,340 34,410 259,836 253,748 
Comics Magazines Tokyo Edition ........... 43.7 92.3 S684 797.3 18340 38,750 238,731 334,864 
tAmerican Comics Group .... 8.0 8.0 458 415 3,024 3,006 17,317 —15,687 | Popular Mechanics: 

_ Archie Comic Group ..... 78 48 414 377 2930 1814 15.644 14.251 Mecanica Popular (Spanish) 25.9 24.9 274.5 255.7 5.796 5.586 61,487 57,211 
Harvey Comics Group 95 a8 66.7 527 3591 3717 25.201 19.921 Mecanique Populaire (French) 32.8 28.0 305.1 276.3 7,336 6,272 68,335 61,852 
Watents Comies Group: . ‘ae 48.0 440 4515 4005 8736 8008 82173 72911 

(Total 2 pales iiss 500euscteons . J ‘ ‘ . A 
#fed Unit nee 360 SS 36) S38) 24k 2oyDaasae © 20a | Australian 74.0 65.3 569.2 4958 13.468 11875 103,586 100,372 
—a 61 as $8.3 58.4 2208 1701 21.952 20.941 a Pelteiisnensesta 68.0 56.0 5085 353.0 12,376 10,192 92,538 73,346 
Gutite Goats Gen . ’ ’ ’ eee 115.5 120.0 985.0 867.5 21,483 22,320 183,210 161,495 
(Total or Nod aanwes 108.0 880 889.5 795.0 19,656 16,016 161,889 144,690 
» A. mallee » i: ee: 2a i oe. 2 eieeerenernnete 50.0 405 4166 3745 8500 6885 70.818 63,665 
a. 60 60 6.0 46.0 2 268 2288 34.948 24.948 a can ac 25.0 17.0 176.0 117.0 4,650 3,162 32,736 21,762 
ae. ks - - : nk <i | “ele, French (Belgium) ........ 53.0 62.0 450.0 478.0 9.275 10,850 78,750 83,650 
PR... santctussss 9.0 446 9036 3731 §=18490 16851 “152534 141,033 French (Paris) .......... 120.5 1120 879.5 857.0 21,087 19,600 153,912 149,975 
i-monthly; figures shown are for November-December issue. Not included in totals. French (Provincial) ...... 128.0 112.0 937.2 869.0 21,400 19,600 164,015 152,162 
|” French (Swiss) ........... 29.0 28.0 2200 210.0 5,075 4,900 38,500 36,750 
Canadian National Weekend Newspapers (Rotogravure Linage) | German (Germany) ....... 120.0 100.0 852.0 781.0 21,840 18,200 155,064 142,142 
SN Ga nek os asta xe 72.4 702 737.2 747.6 72,402 (70,160 737,227 747,577 | German (Swiss) ......... 45 6260 862520 200.0 6.279 4,732 42.224 36,400 
eS dete tlelalaeatatie 662 691 6820 66200 6914 . u7932 | Werian ..... 2... cece eens 58.0 38.0 496.0 3065 10,556 6,916 90,272 55,783 
Star Weekly 0.00.0... 85.1 945 905.5 987.7 80830 89,741 860,249 947,802 | Indian -...... 0... .e se, “so 20 30 380 6 UE 
Weekend Magazine .......... 104.5 109.8 992.0 1,008.4 101,913 107,062 967,232 985,875 | Wallan ..-----0 sss. i or ee a RR 
——- =e seer ee See ES see oh bees aenas . ‘ ; A b . . , 
Total Group Ceeesecvevce 328.2 343.6 2,634.7 3,431.7 321,345 336,104 2,564,708 3,369,186 ras Troop SRE SA 68.0 48.0 488.5 361.5 12,376 8.736 88.907 59.514 
A a EES 65.0 625 6099 6425 ‘11,280 11,375 110,998 116,935 
Cc dian exican 
ana New Zealand ............ 335 195 227.3 220.5 6,097 3,549 41,360 40,131 
Canadian Home Journal .... 42.5 38.3 441.5 443.6 28.873 26.058 300,205 301,655 BED oc ccsvccscnccee 46.0 44.0 408.0 359.5 7,820 7,480 69,360 61,115 
Canadian Homes & Gardens .. 541 466 477.0 519.6 36,786 31,679 324,348 352,845 | Portuguese .............. 111.0 98.0 923.0 8985 19,425 17,150 161,526 157,236 
EE Riek vsaindiecs xa 45.0 47.0 456.0 469.7 30613 31,966 310,050 319,491 South African ........... 1025 74.0 868.6 699.0 18,357 13,246 155,471 125,121 
SEE ibendudvoie ints ides 34.0 345° 3204 3034 14572 14801 137,438 130,137 Southern Hemisphere ...... 610 505 5040 4745 11,193 9,191 91,728 86,359 
ES SRR ae 122.0 105.9 1,058.4 945.4 82976 72,045 719,708 642,764 Swedish... ....00esseues 63.0 540 545.0 4615 11,718 10,044 101,370 85,839 
matty a 46.5 44.9 403.7 445.9 31,642 30,585 274,543 303,286 | *Time-Atlantic ............. 89.7 110.9 987.9 890.4 37,660 46,585 414,904 365,235 
eader’s Digest: | *Time-Latin American ....... 89.0 1108 1,062.3 1,052.9 37,380 46,550 446,173 442,260 
English Edition .......... 106.5 89.3 839.7 888.0 19,383 16,243 152,818 161,606 | *Time-Pacific .............. 82.8 108.7 841.3 849.6 34,755 45,640 353,339 356,825 
French Edition .......... 110.8 103.0 908.0 9308 21,976 18,746 165,255 169,396 | Visto .................e cee 925 63.0 7584 490.5 38,850 26,460 318,512 206,010 
Revue Moderne ............ 24.1 284 2453 271.8 16,406 19,301 166815 184,739 | Vision ..................0. 61.0 581 5709 469.2 25,620 24,430 239,792 196,910 
Some Pepetve Vccahs te ma 27 286.9 281.4 19,656 19,343 200,846 196,908 See 2,552.6 2,421.4 21,9847 19,9185 682,081 686,254 6,127,620 5,548,216 
*Saturday “Wight CSveCeroneeeS 129 ay ory rr aa ey aie peed *Four issues in November 1955; five issues in November 1954. 
Wats ..........., 2473 2575 2.1277 2,020.2 103 880 108'150 893 64] 848 470 NOTE: All sectional advertising of Better Living, Elks Magazine, Everywoman’s, Family Circle, Town Journal, Woman's 
Ap yt Negeh Balad . ——— fe : - - : ; Day, Farm Journal, Farm & Ranch—Southern Agriculturist and Progressive Farmer is reduced by application of a ratio 
WE GED cp cccccccrcers 973.9 958.0 8,515.8 8,691.5 465,444 457,590 4,195,024 4,278,769 | figure to each advertisement; this ratio is the circulation of the particular edition carrying the advertisement to the 
*Two issues in November 1955; four issues in November 1954, {Four issues in November 1955; five issues in November | total circulation of the mag For example, if a page advertisement appears in an edition representing 25%, of the 
1954. total circulation of the magazine, it is counted in the tetals as .25 pages. 


‘S. E. Nurseryman’ Bows Indian Head's New, 

A new magazine, Southeastern P = 7 
Nurseryman, made its appearance | Enlarged Drive Will 
last month. The magazine, directed - - 
to growers of nursery stock and‘ Push Curtain Making 
garden supply dealers, is published ins ‘ 

New York, Dec. 27—Riding high 

edlaied Ge Siiems poo ty oy 4 on the success of its Christmas 

- 5 | tablecloth campaign, Indian Head 

| Miils now is planning a spring 

campaign for quick-make-’em- 
yourself “cafe” curtains. 

The new push involves $290,000 
Earle Ludgin Elects 5 V.P.s |in media, exceeding by 30% the 

Earle Ludgin & Co., Chicago, has| Christmas tablecloth promotion. 
appointed five new v.p.s. They are Reportedly it is the most ambitious 
Raymond A. Phelps, space media | jn Indian Head’s history, as well | 
director; Clifford R. Schaible, ac-|4- the most extensive single pro- 
count executive; William S. Robin-| motion ever undertaken in the re- 
son, research director; Kenneth tail piece goods industry. 

Mason, account executive, and ~~ Color pages will run from Jan- 
ward C. McAuliffe, copy supervis- uary through June in 15 major 
oF. shelter, women’s service, farm, 

home economics and pattern pub- 
Don Cunningham Appointed | lications, plus 14 Sunday supple- 

Don Cunningham has been ap-| ments. Ty spot announcements on 
pointed eastern advertising mana~| local daytime women’s shows also 
ger of Progressive Farmer, New| have been scheduled in 64 major 
York, succeeding H. Earl Butcher, markets. Beginning in April, they 
who died recently. Mr. Cunning-| will be aired three times a week 
— aged the magazine's sales| for four weeks and will tie in with 
ones : | local retail promotions. 


maker & Gardener. Ruth Stuart 
Allen is editor and publisher. 


| Complete point of purchase kits 
|for retailers include sample cur- 
BERNARD P. tains and do-it-yourself instruc- 
GALLAGHER 
Negotiator 


tion booklets, as well as counter 
Purchases Consumer Magazines 


cards and window posters. The en- 
tire campaign revolves around the 
slogan, “All it takes to cut them is 
a saucer, scissors and Indian Head 
| all-purpose cotton.” 


Sales Business Publications | = Indian Head also is arranging 
Mergers Advertising Agencies merchandising and publicity tie- 
ins with Procter & Gamble’s Tide; 

147 W. 42nd St., New York 36 | Singer Sewing Machine Co.; As- 
Lack 4-1631 sembled Products’ Trimtex tape; 


/Coats & Clark’s thread; and J. 


LOOK WHAT 
$15.00 WILL 
BUY AT } 


4 


A TV FILM SPOT 


with ACTION... 
for almost the same price 
as inanimate slides! 


The REED’S package Zooms Up. Photo 
of girl pops on. “4 Delicious Flavors” 
| wipes on, and “4” flashes on and off. 


FILMACK STUDIOS 


CHICAGO . NEW YORK 
1323 S. WABASH 341 W. 44th St. 
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INDIAN HEAD apanecotton 


Vent cass mathe tat lam 
F mmake thew: full. h 


Telefilm Buys Rights 
to 10 Selznick Films 

Tv rights to ten pictures pro- 
duced by David O. Selznick have 
been bought for more than $1,000,- 
000 by National Telefilm Associ- 
ates, New York, tv film distributor. 
The distribution rights cover the 
U.S. and Canada for a period of 
five years. 

David O. Selznick is the largest 
stockholder of Selznick Co., which 
held one of the few remaining 
large blocks of major films outside 

| of those owned by the big film pro- 
|ducing companies. Selznick still 
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ES 


} : 


{who has retired. Mr. Raasch will 
|continue as a director. Mr. Wana- 
| maker will also continue in his 
| present duties as v.p. in charge of 


branch store operations. 


North Names Two V. P.s 

North Advertising, Chicago, has 
appointed two members of the 
agency v.p.s. They are Harold 
Rosenzweig, treasurer of the agen- 
cy, and George Gruenwald, ac- 
count supervisor for Deep Magic 
facial cleansing lotion, Tonette 
children’s home permanent, Sof- 
style curlers and Spin curlers. 
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CURTAIN CAMPAIGN—“AII it takes to 

cut them is a saucer, scissors and 

Indian Head all-purpose cotton,” 

is the theme of the spring ad cam- 

paign planned by Indian Head 

Mills to promote make-them-your- 
self “cafe” curtains. 


Wiss & Sons’ cutting shears. 

The media list includes Better 
Homes & Gardens, Farm Journal, 
Forecast for Home _ Economics, 
Good Housekeeping, Living for 
Young Homemakers, McCall’s, 
Modern Miss, What’s New in Home | 


tern books, as well as insertions in 
Family Weekly, Parade, This Week 
and 12 local Sunday supplements. 


campaign. 


Richard Routh Joins GE 

Richard R. Routh Jr. has joined 
the home heating & cooling depart- 
ment of General Electric Co., 
Bloomfield, N.J., as manager of 
advertising and sales promotion. 
Previously, he spent seven years as | 
manager of advertising and sales | 
promotion for the New York dis- 
tributor of Carrier Corp. | 
Michaud Appoints Hoeflich | 

A. Michaud Co., Philadelphia, | 
has appointed Edward C. Hoeflich 
advertising and sales promotion 


Grey Advertising is handling the | | 


manager for Michaud meats’ new) \ 
Insta-Freeze process and portion | 
control department. 


holds five films not made available 
tt distribution STIVERS STOCK ART 
New Giant Art Handbook 3000 pro- 
fessional Idea & Copy starting draw: 
ings & cartoons. Serving rec 
Agencies, Natl. Advtsrs. ex- 
clusively. Users say “TOPS” 
LOW FEES— FREE BROCHURE 
Stivers Studio» 67 Main Son Francisco 5 


Wanamaker Elected Chairman 

John R. Wanamaker, great- 
grandson of the founder, has been 
elected chairman of the board of 
the John Wanamaker stores, Phila- 
delphia, succeeding John E. Raasch, 


need expert lighting for 


motion pictures 


Economics, and Woman’s Home| 
Companion. tv shows 
Also scheduled are back covers | ‘ 
in the Advance, Butterick, Mc-| special events 
Call’s, Simplicity and Vogue pat- : 
conventions 


displays 


i 
Then call Jack Frost, one of the largest ; 
suppliers of temporary lighting equip- i 
ment in the U.S. and Canada. Jack Frost i 
has handled the lighting of gigantic t 
movie sets, TV productions, convention 
displays and tl] iation shows 

from coast to coast. 

Complete Rental Equipment Service in- 

cludes, installation and removal at one 

low cost. 


free estimates t 
Write for Free Catalog of Equipment 


\ 


(A JACK A. FROST 


Department AA 
234 Piquette Ave., Detroit 2, Mich. 
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R.J.POTTS - CALKINS & HOLDEN, INC. 
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In the thirteen years that the Calkins & Holden name has 
been associated with ours, both organizations have grown 
substantially. During this time, however, certain of our 
respective accounts have become increasingly competitive, 
some of our sales activity has overlapped, and the similarity 


in names is creating increasing confusion. 


Therefore, it has been mutually agreed that the clarification 


of our name will be beneficial to us both. 


This change in no way affects our financial structure, our 
operating policies nor our personnel. Neither does it affect 
our valued relationship with Calkins & Holden, Inc., which 
has been and will continue to be one of mutually friendly 
cooperation and assistance. . 


Potts « Woodbury, Inc., 2233 Grand Ave., Kansas City, Mo 
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A plant can't 
lift a pen! 


Look, Bill, you've got it all wrong if you think 
electronics is an enormous industry. Automation ain't 

TV would be twaddle . . . computers would be 
“capoof” without the energy and engineering brains 
of men! 


IRE always remembers the man! In a technical 
industry, only the engineer has the knowledge to 
buy, manage, produce and sell. The Institute of Radio 
Engineers is a membership organization that devotes 
itself to the men who do lift a pen! 


To SELL the radio-electronic industry, TELL the 
radio engineers. Your ad tells them in the magazine 
40,000 of them own, read and write—'’Proceedings 
of the IRE.” 


Engineers are Educated to 
specify and buy. 


INSTITUTE OF RADIO ENGINEERS 


Proceedings of the JRE 


Advertising Department 
1475 Broadway, New York 36, N. Y. 


\Labow Adds Toy Makers 

S. Harold Labow Advertising, 
|New York, has been appointed to 
handle trade advertising, direct 
mail and public relations for 
Dreamland Creations and Dream- 
land Dell Co., New York manufac- 
turers of doll faces, stuffed toys 
and novelties. Both companies pre- 
| viously placed their advertising di- 
rect. 


Atkinson Reelected President 
Marshall Atkinson, publisher of 
the Leader-Telegram, Eau Claire, 
Wis., has been reelected president 
of the Wisconsin Daily Newspaper 
League. William Huffman Jr., co- 
publisher of the Wisconsin Rapids 
Tribune, was elected v.p., and H. 
R. LePoidevin, co-publisher of the 
Racine Journal-Times, was re- 
elected secretary-treasurer. 


Gemex Appoints Fairfax 
Gemex Corp., Union, N. J., man- 

ufacturer of watchbands, has ap- 

pointed Fairfax Inc., New York, 


to handle the “heaviest consumer | 


and trade advertising, merchan- 


dising, and promotional program | 


Batten, 
New 


history.” 
& Osborn, 


jin its 38-year 
Barton, Durstine 
York, formerly 
count. 


Winpower to Grant, Schwenck 

Winpower Mfg. Co., Newton, Ia., 
has appointed Grant, Schwenck & 
Baker, Chicago, to handle its ad- 
vertising. Winpower makes farm 
equipment, tractor generators, E- 
Z-Blow snow plow and E-Z-Kutr 
powermower. Cary-Hill, Des 
Moines, formerly handled the ac- 
count. 


YOU MIGHT SCORE 40 POINTS IN ONE GAME’— 
BUT » « « YOU NEED WKZO RADIO 


6-COUNTY PULSE REPORT 
KALAMAZOO.-BATTLE CREEK AREA—MARCH, 1955 
SHARE OF AUDIENCE MONDAY—FRIDAY 


Michigan 


hou rs 


NOTE: Battle Creek's home county (Calhoun) was included 
in this Pulse sampling, and provided 30% of all interviews 
The other five counties: Allegan, Barry, Kalamazoo, St. Jo- 
seph and Van Buren. 


~-W- 
we my 
| She Fetvear Satlion: 
She te yer Hattons 
WKZO.TY — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO.BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJES-FM — GRAND RAPIDS KALAMAZOO 
KOLN.TV — LINCOLN, NEBRASKA 


Associated with 
WMBD RADIO — PEORIA ILLINOIS 


New Pulse figures, left, 


TO MAKE POINTS 
IN KALAMAZOO-BATITLE CREEK 
AND GREATER WESTERN MICHIGAN! 


WKZO- CBS for Kalamazoo-Battle Creek and greater Western 
is one of America’s most obvious radio buys. 


prove it. WKZO leads in all 72 quarter 


rs—-gets more than TWICE as many listeners as the next 
station in 54 of the 72 quarter hours! 


Write direct or ask Avery-Knodel for rates aad availabilities. 


WKZO 


CBS Radio for Kalamazoo-Battie Creek 


and Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 


* Ernie Nevers of the Chicago Cardinals set this N.F.L. record in a 1929 game ugainst the Chicago Bears. 


handled the ac-| 
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Getting Personal 


Albert E. Gilbert, manager of the San Francisco office of the 
California Newspaper Publishers’ Assn., has been elected president 
ot the Northern California professional chapter of Sigma Delta Chi, 

succeeding Gray Creveling, 

> " promotion manager of the 
: San Francisco Examiner. 
tf ; Other new officers are 
f ve Frank Whitely, Wine Insti- 
am. SS, tute, v.p.; B. J. Ballard, State 
Bar, secretary; and Don 
Mozley, news director, CBS, 
treasurer. Elected to three- 
year terms on the board 
were David Schutz, city edi- 
tor, Redwood City Tribune: 
James Bales, retired news- 
man; Ed _ Fitzharris, pr. 
counsel, and Templeton Peck, 
chief editorial writer for the 
San Francisco Chronicle. 
Hal O'Flaherty of Orinda, 
former managing editor of 
the Chicago Daily News, was 
named to fill out the one 
year unexpired term of Lar- 
ry Fanning, former manag- 
ing editor of the Chronicle. . . 

The stork outran Santa 
Claus this year and won the 
race to the home of Frank 
Tessin, manager of the radio 
department in the San Fran- 
cisco office of Free & Peters 
Inc., radio-tv station repre- 
sentative An 8-pound son, 
Michael Curtis Tessin, was 
delivered to Evelyn Tessin 
Dec. 18... 

Four members of Knox 
Reeves Advertising, Minneapolis, are observing 20 years of service 
with the agency. They are Wayne Hunt, president, and Helen Brown, 
John Sarles and Loren Harder, v.p.s. Hunt, Sarles and Miss Brown 
were original members of the staff when the agency was formed in 
1935. At that time Knox Reeves had 25 persons on its staff. It now 
has 90... 

Richard W. Slocum, executive v.p. and general manager of the 
Philadelphia Bulletin and president of the American Newspaper 
Publishers Assn., is resting comfortably in Bryn Mawr Hospital fol- 
lowing an operation on Dec. 20 for the removal of a peptic ulcer... 


7 


al 
” 
het 


i) 
il 


BERMUDA HONEYMOON—Wed Dec. 3 
in New York, Mr. and Mrs. Fran- 
cis H. Amy Jr. honeymooned in 
Paget Parish, Bermuda. Mrs. Amy 
is the former Virginia Schleussner, 
publicist at Cunningham & Walsh. 
The groom is film supervisor on 
the Mercury account for Kenyon & 
Eckhardt. 


HAPPY BIRTHDAY—Staff members presented this eight-tiered birthday 

cake to the three Silton brothers on the occasion of the 8th an- 

niversary of Silton Bros. Inc., Boston agency. Left to right are 

Jason N., executive v.p.; Myron L., president, and Ramon H., treas- 

urer. Representing the staff are Ruth Comerford, assistant treas- 
urer, and Marie Kachinski, media analyst. 


George W. Norton Jr., president of WAVE Inc., was named Louis- 
ville’s Man of the Year, 1955-56 by the Advertising Club of Louis- 
ville at a joint luncheon of the club and the Better Business Bureau 
on Dec. 16... 

The San Francisco Advertising Club has profited from the U.S. 
visit of Prince Rainier III of Monaco to the extent of 2,000 gambling 
chips from the gaming halls of famed Monte Carlo. The prince, who 
will tour the U.S. on a semi-official visit for two;months, dispatched 
the 2,000 chips to Harry Bright, adclub president, for use as invita- 
tions to a Monte Carlo Mardi Gras which the Club will hold this 
month... 

Clyde R. Spitzner, commercial manager of Station WIP, Philadel- 
phia, is the new chairman of the business and industry committee 
for the 1956 Easter Seal campaign in the Philadelphia area... 

William J. Mulder, v.p. of Transportation Supply News and Job- 
ber Product News, Detroit, and his wife Betty are parents of their 
first child whom they’ve named William. The baby was born Dec. 
x: 

Walter M. Swertfager, senior v.p. of Lennen & Newell, New York, 
has been elected a director of the National Legal Aid Assn... 

Edward K. Whitmore, president of Oberly & Newell Lithograph 
Corp., and former president of the Point-of-Purchase Advertising 
Institute, is chairman of the printing and lithography division of 
the United Hospital Fund’s 76th annual fund-raising appeal... 


seh ual i peat | ; : § a eae cot 0M We 2 ae e 
ESR a oS Sr ee ae ee, 
rig 
She ; ey, 
‘s a . P i sn = 
Syl a 
Bah ) 
ae ! ES ! 
chan : i 
DBs 
i a 
= ine ;: H 
al AN 
+ ee f 
ty be 
Si iy | 
de. his ) 
a 
pe } 
1 ak 
Bie: 
ob / 
| a ; 
ed \ | 
Raat . 
ae) ca 
Th 
Jefe 
cid me 
a he i 
ts 
eid ee 
ai CE 
a a 
sie = he 
eae 
Siok: PE 
sof i ata 
Fe A ee 
A em i 2 pie e 
7 E 4 ie A »~ 
eh; ee 
he i. 
ta . 
ce ee j ae 
a a | 
a rol ' 
ee 
ets . i , i, | 
te -m / 4 
a mae A | : 
ey) ! ‘ _ 
ane a ; , 
ey ee! ” | 
ih 
mee y « — ‘} 
Maal : ~~ AU Je 
+ ae y i WW 7 +€ * 
eit = ~_ ’ if . : 
ia — ©. LL. : -_ 
ot ; ah] : - 2 
Et. a ‘\ rf ees ah " 
coal» RY, 1 oe" 
pies i ; 4 se a. oon fg 
a f \ ha 
re ‘ ad pad , so%i, } ¥ i” 
eta : ee Oe Ss : ~* 
ire : eee iain b- - j \ x 
Ee ae ee aa. 
ea J ; ae ‘ 
eed : ¥ i - 4 
ped cx = 
ary 
Rha 
eS 
4 
eee: 
: Q * Po 
B mf 6 a.m. | 12 noon 6 p.m. 
pe ___|__'2neon | 6p.m.__| midnight 
We __WeZO | 41% | 57% | 8% ) 
" Sation SB | 18 | aT 
Ee ea mate 
7M Station E | 8 } 7 - 8 
af OTHERS = es a | 24 
4 ett Sets-in-Use 20.1% | 20.2% 17.5% 
i —_— 
ap ae 
4 Be eee | 
wi ; f 
Pitt 
it 
% 
he 
oe | 
det 
pi | 
mi, 
Ec 
ry 
ae 
aa 
ee 
ae 
phe 
pA 
SN) ge ROWS gpl AR a coe Pcteelaam c a fo, ee ee : a Ct es ee eal ; ; ee 


Advertising Age, January 2, 1956 


Duncan Hines Gravy 

to Spread Across Nation 

| Duncan Hines gravy mix, newest 
| product in the Duncan Hines food 
line, will be marketed nationally 


Sponsors Will Buy 
Small-Market TV 
at Right Price: CBS 


New York, Dec. 27—Price small | after a successful test in the New | 


market tv stations right, and ad- England market, according to com- 


vertisers will buy them. | pany spokesmen. , 
This is the po Ah one reached | The mix is packed by Holiday 


as a result of CBS Television’s first |C°ffee Corp., Walpole, Mass., ~ 
year’s experience with its extended der gone 5” oes ark by c 
market plan. This plan grouped |/M¢., Ithaca, N. ¥. Kluge & Co., 
small market outlets together for) Washington, will serve as national 
a special discount—which came | 54les representative. 


out of the network’s returns—and | 
re-priced them on a more realistic | Toledo Scale Boosts Wise 


cost-per-thousand basis. | Walter L. Wise Jr., market re- 

There now are 26 stations in| search manager since he joined the 
the group. Ten of them already company last July, has been 
have been granted rate increases named marketing manager of To- 
based on circulation gains, but|ledo Scale Co., Toledo. 


_AGA and Colgate Join to 
| Sponsor Contest for Ad 

The American Gas Assn. and the 
Colgate-Palmolive Co. will join 
forces to promote home laundry 
equipment and Colgate’s detergent 
—Ad. Prizes in the $100,000 jingle 
contest, to be promoted in Febru- 
ary and March, will be 100 New 
Freedom Gas Laundries, valued at 
$1,000 each. 

Newspapers, radio, tv and other 
national and local media will be 
used in the promotion. 


Williams Gets Lady Marlene 


Lady Marlene Brassiere Corp., 


Advertising Agency, New York, to 
handle its advertising. Lawrence 
| Kane Inc. is the former agency. 


New York, has appointed Williams | 


1881-1956 
Our 75th year of serving the 
Fabulous Southwes?. 


The El Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


NATION'S LARGEST TRADE TERRITORY 


TWO Separate Newspapers « 30° Line BUYS BOTH! 


their prices still are below the pre- | 
extended market plan minimum of | 
$150 per Class A hour. Some 46 | 
advertisers now are carrying 59) 
network shows on EMP stations. | 
When this method of attracting 


sponsors was started, the stations 
carried little if any network ad- 


IN INLAND CALIFORNIA [AND WESTERN NEVADA) 


vertising. Their advertisers now 
range from the Aluminium Co. of 
Canada to Wildroot Co. 

Commercial hours, combined 
with 24% hours of sustainers, give 
the EMP stations a total of 250% 
hours of CBS-TV programs 
weekly. 


K&E Rounds Out 
Statt in Philadelphia 

Kenyon & Eckhardt has an- 
nounced that its 18-month-old 
Philadelphia office is now com- 
pletely staffed. I. Orrin Spellman, 
v. p. in charge, said recent appoint- 
ments include the following: 

Robert Welsh, formerly adver- 
tising manager of Hamilton Watch 
Co., and Shelly Scharfberg of the 
agency’s New York office, both ac- 
count representatives; Alin Batch- 
ley, formerly of Gray & Rogers, | 
copy chief; Don Davidson, form- 
erly of Ross Roy Inc., production 
manager; William Brodsky, previ- 
ously assistant advertising and 
publicity director of Albert M. 
Greenfield & Co., a copywriter, | 
and Joseph Gering, a designer, art | 
director. 


Mutual Affiliates Committee 
Elects Betts Chairman 

The affiliates advisory commit-| 
tee of Mutual Broadcasting Sys- 
tem emphasized the need for a new 
type of affiliation contract follow- 
ing a two-day session with the 
network’s top executives in Hol-| 
lywood Beach, Fla., Dec. 6, 7, 8. 

J. W. Betts, general manager 
of WFTM, Maysville, Ky., was) 
named chairman of the committee, | 
succeeding John M. Walter, man- 
ager of WJPG, Green Bay, Wis. 
Ray Butterfield, general manager 
of WLOX, Biloxi, Miss., was cho- | 
sen vice-chairman. 


| - 
| 


Davis Heads KYW 

Gordon W. Davis, formerly pro- | 
gram manager of KYW, Philadel- | 
phia, has been named general | 
manager of the Westinghouse ra-| 
dio station. He succeeds Robert H. | 
Teter, whose appointment as ex- 
ecutive assistant to the president 
of the Westinghouse Broadcasting 


Co. was announced early in De- | (SAMS and SR&D) 
cember. | 

‘ In this mountain-isolated market, the Beeline serves 
Sarah Lee Joins Hockaday 


Sarah Tomerlin Lee, formerly | 
beauty editor of Harper’s Bazaar, 
has joined the executive staff of | 
Hockaday Associates, New York | 
agency, as a v.p. | 


Any Tom, Dick 


and Harry, cannot do it! 


So pick the one whocan. Here's our 
bid: free specimens of before-and- 
JAY P. afterto prove the point— yours free. 


WALK advertising typography 
Telephone MO 4-6134 @ 11 E, Hubbard, Chicago 1) 


Markets) 


These inland radio stations, purchased as a unit, give you 
more listeners than any competitive combination of local 
stations ... and at the lowest cost per thousand! 


an area with over 2 million people and more retail sales 


than Colorado, Kansas or Kentucky! (1955 Consumer 


SACRAMENTO, CALIFORNIA + Paul H. Raymer Co., National Representative 
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Research Doubted 


(Continued from Page 1) 
away from the actual buying situ- 
ation. Mr. Stock said the best way 
to test a product, outside .of put- 
ting it on the market, is to recreate 
as closely as possible the buying 
situation. He said his company does 
this through the maintenance of 
the “Politz store,” which duplicates 
the retail setup facing consumers. 
® Prof. Smith had quite a differ-| 
ent story to tell. He charged that| 
the critics of motivation research 


servation was made by Lever’s 
Henry Schachte at the opening 
luncheon. For the edification of his 
listeners, Mr. Schachte gave an 
elementary lesson in marketing. 


He went on to say that advertis- 


ing agencies, in particular, are 


falling down on the research job. | 
Only six months ago Mr. Schachte | 


was working for an agency (Bryan 


Houston Inc.). Explaining that he} 


was speaking as an “ex-member of 
the brethren,” the Lever v.p. said 


he understands the difficulty an 


have confused the issue by making agency has in making 


projective techniques synonomous 
with motivation research. Not so, 
he said, pointing out that it is per- 
fectly possible to conduct non-di- 
rective interviews without eliciting 
any projective responses. 
“Projection,” he pointed out, 
“occurs only when the interviewee 
starts discussing some other per- 
son or situation and unthinkingly 
talks about himself in the process.” 
The professor suggested that the 
critics could occupy their time 


honesty in agency research. He 
said there is “much, too much, po- 
liteness” between client and agen- 
cy on this question. 


® Mr. Schachte said he knows that 
too often a good research job 
means the difference between 
profit and loss to an agency. He 
emphasized that he was not put- 
ting the entire blame on agen- 
cies. “It’s everybody’s fault,” he 
said. But he added that it seemed 
to him that agencies love their 
clients more in December, when 
next year’s budget is set, than in 
April, when a client may want to 
know what he is getting for his 
money. Mr. Schachte also stressed 
that he was not taking any stand 
on the 15% commission system. 
Standard market research, 
which tells what has happened, al- 
so came under Mr. Schachte’s fire. 
He said he looks forward to the 
day when there will be no more 
Nielsen store audits. He expressed 
the view that research of this kind 
helps very little in making mar- 
keting decisions. Instead he called 
for more reason-why research— 
research which “measures the 
mind.” Anyone, Mr. Schachte 
said, can have 20-20 hindsight. 


® In a talk that was enthusiastic- 
ally received by delegates at Wed- 
nesday’s luncheon, Peter Drucker 
sounded the death kneli of the 
present marketing structure. He 
said many aspects of marketing, 
especially at the retail level, are, 
“rapidly becoming obsolete,”’ mak- 
ing for an “unreliable” distribu- 
more usefully by considering pro-|tion medium. He pointed out that 
jective techniques “as they are ac-| these changes will be accentuated 
tually used” in advertising rather by the development of automation 
than in their clinical use. It should jin the factory. 

be apparent, he said, that projec-| The result, he said, will be a 
tion—in the strict, clinical sense! tremendous squeeze on the mar- 
of the word—“rarely occurs in| keting apparatus. He defined the 
market research.” What does oc-| problem of the next decade as: 
cur, he added, is an adaptation of How to double productive capacity 
projective techniques. Prof. Smith| without any increase in the labor 
thus called the devices used in ad-| force. 

vertising “pseudo-projective tech-| The solution, Mr. Drucker indi- 
niques,” and, he said, these are|cated, is for marketers to pioneer 
“often useful.” lin the creation, maintenance and 
expansion of mass markets. He saw 


THEY ALSO SERVE—An engrossing 
conversation between William B. 


Lewis, president of Kenyon & 

Eckhardt, and H. L. Barnet, Pepsi- 

Cola’s president, appears to pain a 

Commodore Hotel waiter at the 
AMA party. 


® As an example of misdirected 
criticism, he cited complaints 
prvi pl oo sles og Ror-| ing activities from the selling op- 
4s - aid A f Smith, “Who | ¢ration and the replacement of 
aoa sen Pace or “te way? | Personal selling by pre-selling. He 
=~ & best f ro ane al- | said the days of the franchise 
To the ned - — owes, dealer—in the auto and appliance 
— Sentite said many of the industries—“are numbered, _and 
criticisms directed at projective the numbers don’t run very high. 
tests are equally applicable to) 
standard market research—and|" Mr. Drucker, who spoke elo- 


; _|quently for 40 minutes without 
eo or renerong os ae Gone | benefit of a single note, also en- 


“Paint : .¢i-,| Visioned some possibilities which 
FN parang 4 ea a wary he said made him shudder. For 
the same way that all tests are | ¢xample, he raised the possibility 
deficient adds nothing to our that, in the drive for rapid turn- 
knowledge,” he asserted. “What we over, products such as appliances 


, eT ight be sold on a rental basis. He 
need is résearch on: the validity, | ™8 
reliability and general usefulness | Pointed out that this has already 


of projective and pseudo-projec- | happened in the housing market. 


He said the service problem is 
= ba oan BaP f _ actunlly) other sore spot. It may be nec- 


essary, he said, for manufacturers 
= It was perhaps typical of this/to sell a product with the definite 
year in market research that the guarantee that it will fall apart in 
lead-off speaker at an AMA meet-| five years. This is a possibility, he 
ing should say baldiy that “most 


Marketers Hear ‘Honesty’ of Agency |‘Enter Now! 
in Motivation Fuss 2 


Kitchen Contest 


0h ic 


WIN A_ KITCHEN—This 


= -4 
| 


newspaper 


money. r.o.p. color ad promotes a consum- 
However, he deplored the lack of 


|er retailer contest in 10 western 
states for “I like Albers oatmeal 
because . . 
gets a GE kitchen. The agency for 
Albers Milling division, Carnation 


Angeles. 


Albers Ads Tell of 
Oatmeal Contest for 
Western Consumers 


bers milling division of Carnation 
Co. will run a six-week “Win A 
Dream Kitchen” contest in 
western states, beginning Feb. 26, 
to promote oatmeal made of Albers 
oats. 

The promotion will be for both 
consumers and grocers. Consumers 


a $2,500 General Electric kitchen 
(plus $1,000 for installation) and 
for 206 additional prizes of GE 
major appliances. Grocers will par- 
ticipate by guessing the total num- 
ber of entries in the consumer 
contest. Winning grocers will re- 
ceive 100 GE automatic electric 
skillets. 

Consumer winners, who will be 
required to give proof of purchase 
by sending the Old Miner trade- 
mark from the Albers oats pack- 
age, are asked to complete a 
statement of 25 words or less, be- 
ginning “I like Albers Oats be- 
cause...” 


® A strong print and tv ad cam- 
paign will back the promotion. It 
| will include four-color pages in 
|four Sunday newspaper magazine 
sections and multiple insertions of 
b&w ads in newspapers in 22 ma- 
jor western cities. Tv commercials 
will be aired on the “Waterfront” 
film series in 16 western cities, 
and on the Spade Cooley show in 
Los Angeles. 

Store promotional material in- 
cludes a three-dimensional display 


| 


as two major trends the elimina-| 
| tion of clerical and other non-sell- | 


piece, consumer contest entry 
blanks and special entry blanks 


4 is 
= : = 


-” authors. The winner | 


Co., is Erwin, Wasey & Co., Los| 


Los ANGELES, Dec. 27—The Al-| 


10| 


will compete for a grand prize of | 
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‘Setting of ‘Bogus’ Ads Is Major Issue 
in Month-Old Zanesville Newspaper Strike 


| ZANESVILLE, O., Dec. 29—Wheth- 
er typesetters in a newspaper 
plant have the right to reproduce 


and then fling out the new type— 
is the key 


Times Recorder and Signal. 

In the strike—already a month 
old—of 50 members of the Inter- 
national Typographical Union the 
main impasse concerns a repro- 
duction, or “bogus,” clause which 
is commonly included in ITU 
closed-shop contracts. 

There are issues in the strike 


other than the reproduction clause; | 


wages are a factor, and so is union 
dissatisfaction with being without 
a contract for more than a year. 
The latter, in fact, is supposed 
actually to have prompted the 
walk-out. 


|" To the newspapers’ owner, 
|Zanesville Publishing Co., how- 
ever, the big issue was the “bogus” 
| Clause. Under this article, which 
had been in the old contract, the 
|‘ypographers had the right to re- 
set mats or plates which come in 
|from local advertisers—and then 
|discard the new type. 

Stewart Worstall, co-advertis- 
jing manager, told AA that the 
Zanesville papers tend to use the 
same ads for morning and eve- 
ning editions, and that under the 
ITU clause the operators could 
institute a costly re-set of ads be- 
tween each issue. Previously, the 
union had only been using the 
clause to a limited extent, said 
Mr. Worstall. But he added that 
they could use it to the limit at 
any time. 


® Meanwhile, the two _ papers 
seem to be suffering little, if any, 
pain. Some circulation loss has 
resulted from the strike, and there 
were some skimpy issues in the 
first week. 

Since then, however, issue sizes 
and advertising linage have been 
about even with last year, and 
the only thing the publisher has to 
complain about is—as Mr. Wor- 
stall put it—that “our ad linage 
would have been much bigger 
than last year except for the 
strike.” 

A big help to the publisher has 
been the fact that the union press- 
men, who also work in the stereo- 
type department, did not join the 
walkout. Instead, they actually 
signed a new two-year contract 
after the strike started. With their 
help and aided by teletypesetters, 
the company has managed to is- 
sue “normal” papers and even set 
a couple of linage records. 


for the grocer contest. Drop-in ad | 
mats and proofs are also available. | 


Erwin, Wasey & Co., Los Angeles, | 


is the agency. 


Three Magazine Officials 
Named in True Bills 


George E. Von Rosen, president | 


of Titan Publications, Skokie, IIl., 
Sidney Barker, art director, and 
Ben Burns, editor, have been 
indicted, charged with desecrating 
the American flag and with selling 


or offering for sale indecent liter- | 


ature. The charges, made in Chi- 
cago, were based on a photo of a 
model draped in the American 
flag in the December, 1955, issue 
of the magazine Modern Man, and 
on allegedly obscene picture cap- 
tions in the January, 1956, edition 
of the magazine. Maximum sen- 


Popular Joins MAB 


said, because no one in retailing| of Argosy, New York, has becom 


Popular Publications, publisher 


researchers” simply do not under-| today is prepared to handle the | a member of the Magazine Adver- 


stand how a sale is made. This ob-' service job. 


tising Bureau. 


1 
| 
' 


e | an 


| 


® National advertising is not in- 
volved in the dispute, since the 


prepared advertising materials— | 


issue in what looks) 
like a long strike of the Zanesville | 


“bogus” clause has never been 
applied to it. Whether co-op mats 


|submitted by national advertisers 


through local retailers come under 
the clause has been a matter of 
considerable dispute in the news- 
paper business. 

The legality of the “bogus” 
clause was settled less than three 
years ago when the U. S. Supreme 
Court found it not in violation of 
the Taft-Hartley Act. The court 
termed it a “wasteful procedure” 
which nevertheless “has become a 
recognized idiosyncrasy of the 
trade and a customary feature of 
the wage structure and work 
schedule of newspaper printers.” 

From the union standpoint the 
idea behind the clause is to pre- 
vent repeated use of prepared 
mats by several newspapers who 
are theoretically charging rates 
which include composition. The 
Zanesville strike is reportedly the 
first time the reproduction clause 
has been an issue since the Su- 
preme Court decision. 


COMICS CANCELED AS 
DETROIT STRIKE CONTINUES 

Detroit, Dec. 28—The Detroit 
newspaper strike has taken on the 
appearance of a long drawn out 
fight, and the shutdown of the 
Detroit Free Press, Detroit Times 
and Detroit News is ending its 
first month with no break in 
sight. 

It was learned that the news- 
papers have cancelled their comics 
until Jan. 8, indicating no settle- 
ment until that date at least. 

For the first time tempers flared 
this week in the strike of the 
stereotypers, mailers and printers. 
Robert C. Butz, executive secre- 
tary of the Detroit Newspaper 
Publishers Assn., charged in a 
statement that the papers were 
caught in the middle of a juris- 
dictional fight between three un- 
ions over handling of photo-type- 
setting procedures. Mr. Butz said 
the papers did not intend to use 
any such device in the life of any 
contract that might be agreed on. 


® Kenneth Hull, president of the 
typographical union, meanwhile 
accused the publishers of stalling, 
insisting that 10 issues remain to 
be settled. Mr. Butz had indicated 
that the jurisdictional matter was 
the only bar to complete settle- 
ment and resumption cf publica- 
tion. 

Meanwhile Detroiters continued 
to turn for news to tv, radio and 
the Detroit Reporter, published by 
members of the American News- 
paper Guild of the Free Press and 
Times. ‘ 

Television and radio stations 
continue to adjust network com- 
mitments to permit greater local 
advertising, but this time has been 
grabbed off mostly by the larger 
downtown department stores, 
which so far have not done busi- 
ness with the Reporter. 


Kaye, Livingston Buy 

Control of Alexander Film 
Harold Kaye, owner of five radio 
stations in the East and South, and 
Hollywood movie executive Monte 
Livingston have jointly purchased 
a controlling interest in Alexander 
Film Co., Colorado Springs. Mr. 
Kaye has been named chairman of 
the board, and Mr. Livingston will 
be a director. Don M. Alexander is 
president. 


HARRY SCHADEN, v.p. of Carl Byoir 
& Associates, has been appointed) 
tence on both counts is seven | midwestern manager of the public 
months in jail and a $1,100 fine. relations company, with Chicago 
headquarters. Mr. Schaden, with 
the company 11 years, succeeds the 
|\late George R. Dye. Genter Dahl, | ‘Philadelphia News’ Appoints 


account executive, 
named assista 
ager. 


{ 


has been | 
nt midwestern man-| pointed Reynolds-Fitzgerald Inc. 


Alexander Film plans to expand 
its advertising film production bus- 
iness on a national basis. No 
changes in staff or policy are 
contemplated. 


The Philadelphia News has ap- 


its national representative. 
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Advertising Age, January 2, 1956 


nounced. This is nearly $500,000 
more than the distributor spent in 
1955. MCA-TV executives say they 
think it “represents the largest 
advertising allocation for 1956 for 
any film distributor.” This budget 
will be used to help MCA-TV pub- 
licize its constantly expanding list 
of properties. The ad money will 
go into business publications and 
direct mail promotion. Paris & 
Peart is the agency. 


es | pie 
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|Hudson Promotes Jagoda 
Don Jagoda has been named ad-}| 
vertising and sales promotion) 
| manager of the industrial pro- 
DOUGLAS ROBERTS has been named ducts division of Hudson Pulp & 
advertising manager of Canadian| Paper Corp., New York. Mr. 
Pacific Airlines, Vancouver, B.C.|J880da was formerly manager of 
’ , ie , . . - 

He formerly was senior accounts mesg prerer or. geen ange 
executive of Mather & Crowther) vision handles the marketing of 
Ltd., London agency. the company’s line of gummed 
sealing tapes, grocery bags, gar- 


“Battle Creek -- A Leading 
Michigan Market” ... 


. . . NATIONAL FOOD STORES 


“We at the National Food Stores (Kalamazoo Branch) view the Battle 
Creek area as one of the most important in our entire Michigan and 
Indiana territory. The importance of the area is reflected in the high sales 
volume and consistent sales growth that National Food Stores have ex- 
perienced since their establishment in this area in 1952. 

“In a recent survey conducted by the Battle Creek Enquirer and News, 33% 
of the families reporting indicated that they shopped at one of our stores. 
National's reputation for fine service and savings has made us the sales 
leader in this leading Michigan market ™ 

E. H. Weweler 


ONLY The Enquirer and News SELLS The Battle Creek Market! 


MICHIGAN 


Cereal Food 
Capital of the World 


- ENQUIRER axp NEW 
Member of Federated Publications) 


REPRESENTED NATIONALLY BY 
SAW VYVER-FERGUSON-WALKER COMPANY 


23 


E. H. WEWELER 
Manager - Kalamazoo Branch 
National Food Stores 


bad 
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Py t bags, butchers and kraft 
ABC Accepts ‘Digest’ |‘rappingpaper. , 
with 10,236,057 : 
U.S. Circulation \ \ 
New York, Dec. 29—The Audit “ 
Bureau of Circulations has ad- 2 


mitted the Reader’s Digest to mem- 
bership after an audit showing the 


U. S. edition of the magazine to 17 / 
have a circulation of 10,236,057. An Vi 4 
ABC net paid of 890,829 in Can- “~ “i> 
ada gave the Digest a total circu- ee, 
lation of 11,126,886. 4 

Digest officials, at a press ses- Pn v 
sion here, said: the magazine has TTA 
the largest circulation of any y 
publication ABC has ever audited. IK. 


The magazine, which bases its 
rates on a circulation of 10,000,000, 
said it was delivering “ a substan- 
tial circulation bonus.” It was said 
that Digest “chose to pass up a 
rate increase for 1956” and that 
no rate boost will be effective 
before January, 1957. 


® Circulation details show 8,419,- 
342 subscriptions (82.3% of the 
total), 1,679,507 newsstand sales 
(16.4%) and 137,208 “all other” 
(1.3%). Included partly in mail 
subs and partly under single copy 
sales are 374,418 school and col- 
lege sales. 

The Digest said that the net 
paid circulation for each of the 
six 1955 issues covered by the 
ABC audit was: January, 9,254,- 
036; February, 10,315,329; March, 
10,617,238; April, 10,454,426; May, | 
10,500,145, and June, 10,275,167.) 
It was also announced that the | 
January, 1956, issue had a print | 
order of “considerably” over 11,- | 
000,000 and that the print order | 
for the February issue will be | 
11,900,000—highest in Digest his-| 
tory. 


® William Hoffman, v.p. in charge 
of the New York office of ABC, | 
who attended the conference, told | 
reporters that he “accepted with) 
reservations” the figure of $500,- 
000 that Digest officials have men- 
tioned in recent months as the 
cost to them of operating under 
ABC rules. 

“The figure seems fabulous,” Mr. 
Hoffman said, “I can’t conceive it 
amounts to that much. If that 
figure is correct, it is very substan- 
tially greater than for any other 
publication we’ve dealt with. I 
would say five to six times 
greater.” 

Mr. Hoffman added that the ac- 
tual cost to the Digest of the audit 
was less than $50,000 and that 
“nobody knows accurately, not 
even the Digest, the costs of main- 
taining records” in ABC-approved 
style. He added that the ABC is 
now looking into possible ways of 
“simplifying” subscription order 
procedures for the Digest. 


MCA Sets $750.000 Ad Budget 
MCA-TV, New York, will spend 
more than $750,000 in 1956 to ad- 
vertise and promote its syndicated 
film shows, the company has an- 


Just look at the beauty aids they buy! Best customers 
for the cosmetic makers! Best customers for almost every 
other manufacturer, 
of the families, homes, cars and spending money in this 
market... buy most of the apparel, groceries, cosmetics and 


women? Well, W. R. Simmons & Associates Research 
interviewed 10,345 newspaper readers, in New York City 
and suburbs—and found out how much newspaper readers 
are worth as markets—more than was ever known before. 
Ask your advertising agency or any New York News 

office to show you... 


“Profile of the Millions” 


THE NEWS, New York’s Picture Newspaper... with more than 
twice the circulation, daily and Sunday, of any other newspaper in America... 

220 East 42nd St., New York City... Tribune Tower, Chicago... 

155 Montgomery St., San Francisco...1127 Wilshire Blvd., Los Angeles 


too! Women News readers have most 


‘ Ii“n-s 


Why are New York women 
who read The News SO beautiful P 


Within a single month 
2,050,000 used lipstick 
1,410,000 used cleansing cream 


710,000 used eyebrow pencils 
490,000 used mascara 


furniture. And you can sell women in New York more 1,660,000 used perfume 
effectively, and more economically, with The News. 1,730,000 used face powder 
How did we find out all (well, almost!) about New York 790,000 used powder base 


1,390,000 used nail polish 


( These figures refer only to the 2,290,000 
women readers of the Daily News, who 
live in New York City and suburbs. 
Copyright 1955 by News Syndicate Co., Inc.) 
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Should We... 


af 


... 20 ahead with the new plant? 
... plan on the basis of continued peace and good times? 
... cut or build our inventories ? 


... Weigh the effect of the situation abroad 
on our sales objectives ? 


... take on that new line now? 


, are everyday questions, across the conference table and across the dinner 
table. They call for plans and decisions that take for granted an awareness of what 
is going on—here and all over the world. 


More than 750,000 people turn to “U.S.NEWS & WORLD REPORT” each week for the 
essential news that gives them this information on which they can intelligently 
base their business and personal planning. Because this kind of news is more 
essential to important people (their decisions, after all, affect not only themselves 
but the livelihood and future of many others), “U.S.NEWS & WORLD REPORT” circula- 
tion is heavily concentrated among the managerial people in business, industry, 
government and the professions. Because in these fast-moving times such questions 
have an urgency they never had before, “U.S.NEWS & WORLD REPORT” circulation is 
double what it was six years ago. No other magazine in the field can match this 
record of growth. 


Americas Class News Magazine 
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Should |... 


... Switch my stocks? 
. buy another new car now? 
count on a tax cut next year? 
. review my life insurance in the light of new tax rulings ? 
. build now, or hold off? 
. Change the family plans for a trip abroad? 


In reporting and analyzing this kind of news, “U.S.NEWS & WORLD REPORT” 
performs an essential service for its readers. In study after study of America’s 
business leaders, it consistently ranks first in “usefulness” and first in “confidence,” | 
giving advertising messages the best opportunity to be read, and acted on. More — 
and more of America’s leading companies are finding this to be true. They give 
“U.S.NEWS & WORLD REPORT” an essential priority in their advertising and 
sales plans. 


An essentiai magazine 


agp Wg Essential to more and more readers 
can We Essential to more and more advertisers 
peo 


Now more than 775,000 
net paid circulation 


. . .@ market not duplicated by any other 
magazine in the field 


Advertising offices: 30 Rockefeller Plaza, New York 20, N. Y. 
Other advertising offices in Boston, Chicago, Detroit, Cleveland, 
Philadelphia, St. Louis, Los Angeles, San Francisco, 

and Washington, D. C. 
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' “The present generation 


You Ought to Kiow . George C. Dibert 


It took George Dibert 25 years to 
advance from a door-to-door vac- 
uum cleaner salesman to a vice- 
presidency at J. Walter Thompson 
Co. but it took him just two years 
from the time he became a mem- 
ber of the board of Audit Bureau 
of Circulations until he had 
achieved election to the chairman- 
ship. 

Since ABC’s function is the 
examination of the circulation of 
media, Mr. Dibert’s speedy ad- 
vancement is not overly surprising, 
for he has been in the media ex- 
amining end of the agency busi- 
ness through most of his 30 years 
as an agency man. 

He feels, in fact, that media 
work constitutes the best training 


ground for any young man getting 
up a head of steam in the adver- 
tising industry. 

As the new head of ABC, Mr. 
Dibert feels that there is room for 
some improvements in the organi- 
zation. To effect these, he hopes to 
put through a four-point program 
during his one year term in office. 

Following is his four-point plan: 
(1) Simplify rules and regulations 
ef ABC without reducing high 
standards; (2) reduce costs of 
auditing circulation information; 
(3) induce non-member ad agen- 
cies to join and (4) educate mem- 
bers on the full value of ABC 
reports, and the complete functions 
of ABC. 


m= “We have a big education job 
ahead of us,” Mr. Dibert says. 
doesn’t 
know how to analyze an ABC re- 
port. Audience composition, accu- 
mulative audiences and other kinds 
of research have superseded the 
basic facts that are contained in 
ABC reports.” 

Mr. Dibert says he can’t under- 
stand why all agencies are not 
ABC members. “If I were an ad- 
vertiser, I would insist that any 
agency I retained be a member of 
the organization,” he says. 

Though he is bent on strength- 
ening ABC, Mr. Dibert is sold on 
the merits of the organization. 
“ABC has served its function ad- 
mirably—the function of establish- 
ing the basis of understanding be- 
tween a seller and a buyer,” he 
says. 

The 52 year old, white haired, 
pipe-smoking adman feels that 
there is a wealth of material in 
ABC reports and that members 
should get more use from them. 
“There is a tendency today to use 
total circulation figures and ignore 
other parts of ABC reports,” he 
says. “Some figures of great value 
do not get the attention they de- 
serve.” 

One of his goals, he says, is to 
improve ABC service by eliminat- 
ing non-essential reports. Such a 
move would help keep costs down, 
he says. 
= Mr. Dibert was born in Johns- | 
town, Pa., but moved to Philadel- 
phia with his family when he was 
four. His first job was selling 
vacuum cleaners door to door dur- 


ia Rubicam, then a young agency, | joined Lambert & Feasley as media 
was looking for “a young man to/| director. He moved to J. Walter 
\learn advertising.” Thompson Co. in 1932 as director 
“I answered the ad—along with | of media and has been associated 
rience was invaluable to me when | about 200 others,” Mr. Dibert said.| with JWT ever since. 
|I went into advertising, although | “The field eventually was nar- In 1942 he entered the U. S. 
I didn’t realize it at the time,” he rowed down to myself and another | army as a captain. He worked in 
| Says. fellow. They couldn’t decide be-|setting up a specialized training 
After leaving high school, Mr. | tween us so they hired both of us. | program and also served with the 
Dibert worked at a number of jobs I went to work in the media de-| Office of Strategic Services in 
and didn’t particularly like any of | partment.” charge of psychological warfare 
them. One day he saw a classified | activities in England. He was dis- 
lad in a Philadelphia newspaper |® Mr. Dibert worked for Y&R for) charged as a lieutenant colonel in 


that changed his entire life. Young | three years until 1928, when he | 1945. 
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He returned to work at JWT in 
1945 as account executive on the 
RCA Victor account. He now is a 
/V.D. of the agency and is account 
‘supervisor of the Swift & Co. 
| business. 


® In addition to his agency duties, 
| Mr. Dibert owns a retail radio and 
television store in Greenwich, 
Conn. He manages to spend some 
| time behind the counter there each 
year. He says he personally has 
\sold more than 500 tv sets since 


BOSTON 


ing summer vacations while he was 
in high school. “This selling expe- 
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the business was established in| who is 10. He plays Little League | Materials Corp., has been elected 


1949. 

Away from his work, Mr. Dibert 
spends much of his leisure time 
playing golf and bridge and taking 
pictures. His golf average is in the 
mid-80s and he confesses that he 
breaks 80 only a few times a year. 
A former tournament bridge play- 
er, Mr. Dibert says he is not nearly | 
as active today in bridge circles | 
as he used to be. 

“My real hobby, however,” Mr. | 
Dibert says, “is my son, Kenneth, 


baseball and is a halfback on his | 
school’s football team, and I spend | 
most of my time playing with him 
and watching him play.” 

Mr. Dibert, and his wife, Elinor, 
have been married 14 years. They 
live in Kenilworth, a Chicago 
suburb. 


Mullaley Heads N. Y. PRSA 
James H. Mullaley, director of 

public relations, Syracuse indus- 

tries division, Union Chemical & 


president of the new Central New 
York chapter of the Public Rela- 
tions Society of America. Other of- 
ficers are Wayne Hodges, Cornell 
University, v.p.; William Ehling, 
Syracuse University, secretary, and 
Raymond Miexsell, Troy Savings 
Bank, treasurer. 


Meredith Boosts Billings 

Chet E. Billings has been named 
manager of the advertising service 
department of Meredith Publishing 
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Co., Des Moines, Ia., publisher of 
Better Homes & Gardens and Suc- 
cessful Farming. Mr. Billings, who 
joined Successful Farming in 1945 | 
as classified advertising manager, 
succeeds the late Floyd M. Stone. 
| 
Patton Moves to Lentheric 
Wiley F. Patton, with Hudnut 
Sales Co. for the past 10 years, | 
has been appointed assistant to the 
director of marketing of the Len- 
theric division of Olin Mathieson | 
Chemical Corp., New York. 


New England's most powerful voice for 35 Happy New Years! 


RICHARD LOCKMAN, w.p. in charge of 

the drug, cosmetics and toiletries 

division of Emil Mogul Co., New 

York, has become principal stock- 

holder of the agency and elected 

to the executive management 
group. 


Bench Ad Battle 
Resumes Jan. 4 


in Chancery Hearing’ 


Cuicaco, Dec. 29—The fight be- 
| tween four bench advertising com- 
|panies and city officials who 
| don’t like the medium will resume 
Jan. 4 at a hearing before Thomas 
| J. Sheehan, circuit court master in 
| chancery. 


The excitement of New Year’s 
Eve lastsall year long at WBZ+ 
WBZA! Especially in 1956, our 
35th anniversary year. 

There’s a gala array of popu- 
lar personalities, a sparkling 


The city must show cause why 
Lloyd M. Johnson, Chicago com- 
| missioner of streets and sanitation, 
}and other city officials should not 
| be held in contempt of court. 

Mr. Johnson and the other city 
officials are charged with violat- 
ing a court injunction order which 
forbid the city from removing 


et at 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


RADIO 
BOSTON—W8Z+WBZA 
PHILADELPHIA—KYW 
PITTSBURGH—KDKA 
FORT WAYNE—WOWO 
PORTLAND—KEX 


TELEVISION 
BOSTON—W8BZ-TV 
PHILADELPHIA—W PTZ 
PITTSBURGH—KDKA-TV 
SAN FRANCISCO—KPIX 


KPIX REPRESENTED BY THE KATZ AGENCY. INC. 
ALL OTHER WBC STATIONS REPRESENTEC BY Free & PETERS, INC. 


NO SELLING CAMPAIGN IS COMPLETE WITHOUT THE WBC STATIONS 


line-up of varied programs, and always the imag- 
inative showmanship that make WBZ+WBZA 
an undisputed first in New England Radio. First 

in coverage. First in total audience. 
Join the celebration. Let WBZ+WBZA’s 35th 
year bring excitement to you and your sales. 
Just call Bill Williamson, 


ager, at MUrray Hill 
7-0808; New York. 


benches located on private prep- 
erty. City attorneys and Mr. John- 
son claim that all of the benches 
that were confiscated by the city 
were found on public property. 


® The contempt of court citation 
\is being sought by Maurice Na- 
| thanson, attorney, on behalf of the 
| Advertising Bench Assn. The as- 
|sociation sued the city about six 


2 . | weeks ago after several benches 
‘. WBZ+WBZA Sales Man | were removed by garbage truck 
ager at ALgonquin 4-5670 crews from locations throughout 

| the city (AA, Dec. 19). 
—or Eldon Campbell, | Judge Harry Fisher issued a 
WBC National Sales Man- |temporary injunction which for- 


bade the city to remove benches 
| from private property. Mr ‘Nathan- 
| son claims that since the injunction 
| was issued, more than 100 benches 
have been confiscated. He main- 
tains that Mr. Johnson issued the 
orders to remove the benches and 
that in doing so he was in contempt 


of court. 
William Ross, president of the 
association, claims that he has 


leases for all locations on which the 
benches are situated. He told AA 
that he also plans to sue Mr. John- 
son for trespassing and for damage 
to the benches. 

Mr. Johnson told AA he plans to 
continue his drive to pick up all 
benches that are on the public way. 
None of the benches that already 
have been removed were on pri- 
vate property, he said. He des- 
’ cribed the benches as an “eyesore 
and a nuisance.” 


Johnstown Adclub Elects 
Martin Goldhaber, general man- 
ager of the Pepsi-Cola Bottling 
Co., Johnstown, Pa., has been 
elected president of the Advertis- 
i ing Club of Johnstown. Other new 
officers are Homer B. Ruffner, Ist 
v.p.; Roy Wonder, 2nd v.p.; James 
C. ‘Ream, reelected secretary, and 
L. J. Paxson, reelected treasurer. 


Kendall to Pneumatic 

Harry H. Kendall, formerly an 
account executive of Batten, Bar- 
ton, Durstine & Osborn and Fuller 
& Smith & Ross, has joined Cleve- 
land Pneumatic Tool Co. as ad- 
vertising and ssles promotion man- 
ager. Cleveland Pneumatic is 
planning to expand its national 
and trade advertising program. 
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$ ] 5,000,000 Cé-C-RK oO Deal Will Make | Motion Pictures for Television, has be and television is responsible | 1955, the number was 314. In 1945 
; | been inactive for some time. How- for a great many of the changes. | Hollywood spent $401,577,800 in 
740 Feature Films Available for TV Use /ever, the companies together will This is the impression one gets| production; in 1955, the sum was 


serve as a nucleus for the new from Leo Rosten’s article, “Holly-/| <j 

NEw York, Dec. 29-—A $15,200,-| studio has made available to tv—|!C&C Television Corp., which will wood Revisited,” in the current “— Sitges ae og is 
000 deal this week assured tele- will be released in an orderly | distribute the RKO films itself. issue of Look. making fewer (and mach costlier ) 
vision of an unprecedented supply | fashion to avoid glutting the mar-| The big new name in the tv, The days of lavish parties, ec- | ict . d loving fewer peo- 
of big name motion picture films. | ket. C&C Pan-Atlantic will be set film business started out as a mak- centric Titans and overly extrava- | ne i a sac mye hee P 

Worldwide tv rights and foreign | up to distribute the films for tv in|er of canned soft drinks. Now the gant productions are gone. Today pre; = -oasntiges pgs soayepteshorssialea’ 
theatrical rights to 740 feature | Latin America and Canada. C&C | company has several subsidiaries Hollywood goes sedately about the been higher. The movie theaters of 
films and 1,000 short subjects were | International will handle them for | including the Nedick (restaurant) business of producing fewer but |the land took in $735,000,000 in 
sold to C&C Super Corp. by RKO | the rest of the world. | division, Lorraine Rubber division better feature movies while grind- 1940; last year the take was $1,- 


Radio Pictures. RKO received This week’s development puts! and Power Products Co. ing out innumerable hours of live | 275,000,000. aaa 

$12,200,000 in cash as payment for|Mr. Fox actively back in the tv | and film entertainment for tv. | “Why? The average admission 

the bulk of the library. film distribution business. West-|AS TV WOULD. SO As Mr. Rosten describes it, tv Price has more than doubled, our 
Between 15% and 20% of the|ern Television properties now are| HOLLYWOOD: ROSTEN has become a “rampaging giant.” | population has grown and grown 


films are not yet available for tv;/ being distributed by Guild Films.) Hottywoop, Dec. 29—Life in| He writes: “In 1940 Hollywood | and movies are bringing back into 
they are not to be cleared for vi-| His other syndication company, Hollywood is not what it used to produced over 450 major films; in the theaters the people for whom 
deo until they have been exhibited 
in theaters for three years. The 
rest of the purchase price—$3,- | iim 
000,000—will be paid as these |i 
movies reach the tv market, with 
the full amount due within two 
years. 

Key figures in these negotiations 
were Thomas F. O’Neil, who quar- | Bi 
ter-backed General Teleradio’s 
purchase of RKO from Howard 
Hughes five months ago for $25,- 
000,000, and Matthew Fox, presi- 
dent of the newly formed C&C 
Television Corp., a subsidiary of 
C&C Super Corp., which is headed 
by former Pepsi-Cola boss, Walter 
Mack. Announcement of the sale 
had been expected for several 
weeks. 


® C&C’s US. television rights ex- 
clude the six cities in which Gen- 
eral Teleradio owns tv stations. 
General Teleradio already has ar- ' 
ranged to air the films on its sta- : Hy d 
tions starting in January and ex- ; ase on 
pects them to be good revenue 
producers. General Teleradio will * 
pay $5,000,000 to RKO for the t ial f th 
pay Materia: irom the 
The agreement also calls for | iim 
General Teleradio to get first 
crack at selling 150 of the best of ef files of one of 
the 740 features to a national spon- 
sor (spot or network) for their ¢ 
first tv showing. If no advertiser | AM ERICA’S 
is signed within 24 months, the 
rights revert to C&C. RKO Radio| im 
keeps the rights to the picture | iim 
negatives and stories and is free | i FOREMOST 
to remake any of the features s 
should the studio wish to do so. 4 
The collection of features in-| i 
cludes all of RKO’s production for | Hm INTELLIGENCE 
the past 30 years. Among the titles: | 
“Citizen Kane,” with Orson Welles; 


“Kitty Foyle,” with Ginger Rog-| \ ‘ 
ers, and “Crossfire,” with Robert | iim iE | 7 : 


Mitchum. 


® Coincident with the signing of 
his contract with RKO, Mr. Fox, 


a former exec. v.p. of Universal fe Chief Analyst,O.N.1, 


International .Pictures, sold his 


holdings in United Artists Corp. 
A principal in Skiatron Electronics |i %& Special Consultant to 
Corp., a would-be pay television | . ‘ 

. “ mi the Joint Chiefs of Staff, 


operator, he has been active in| 
many motion picture and tv film |] 


operations. fe The man who pene- 
He is the major stockholder in| : J 
= Super Corp., having acquired | i trated the intelli- oaees nnn 
that position through a merger 2 : 
with Western Television Corp., a\ i gence services of ' POWERFUL STORIES - he world’s 
tv film distributor, and C&C sev- the World's Great } ‘ 
eral months ago. At that time Powers! Great Power Bin a tite i 


Western’s films were sub-leased . 
for distribution, and C&C-got sev- 


eral million dollars worth of spot aye = 3 ; BEA IL 
' ‘ v7 j 7 g i} 


ADVENTURE An American 
the world’s 


telligegee agent's 
ewsfronts! 


tv time Western had obtained in operations © 
exchange for films. 

Mr. Fox financed the C&C deal 
with RKO by borrowing $9,200,- 
000 from First National Bank of 
Boston and $3,000,000 from the 
Irving Trust Co., New York. 

Reportedly he was able to ar- 
range’ the financing because of 
advance sponsor interest. Interna- 
tional Latex Corp. was a big help 
here; this company is interested 
in using the films in several mar- 
kets. The parent company of C&C 
Television Corp., C&C Super, will 
use some commercial time in the 
films to promote C&C Super Coola. 


® Mr. Fox said a “unique plan” 
for U.S. and foreign distribution of 
the films would be announced 
soon. He said the RKO library— 
the first any major Hollywood | 
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television’s novelty has worn off. 
to ‘Dragnet,’ from Groucho Marx 


vision offers; from ‘I Love Lucy’|vie studio makes between 25 and heights. 


35 movies a year. But the Hal 


(ana wade aaverrising program. 


Lucille Ball, 
Marx, Danny Thomas, Burns and 
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Groucho;in 1949 to $320,154,274 last year. 


And television has produced its 


® “After their initial panic and to ‘Four-Star Playhouse.’ The high-| Roach Studios alone turns out the | Allen—these and many others are|own unique creatiyeness—the in- 


their frenzied efforts to deny the 
handwriting on the wall, the movie being won by programs which or- 
companies plunged into the tele-|iginate in Hollywood. 
vision business themselves. No one 
would have believed even three 
years ago that the video screens of expect to produce at least 2,768 
the nation would carry such le-| hours of entertainment, live and 
gends as the ‘MGM Parade’ ‘War-| filmed, entirely in Hollywood. The 
ner Bros. present,’ ‘The 20th Cen-| networks are producing films at 
tury-Fox Hour.’ | a furious rate; ABC alone will turn 
“Ironically enough, Hollywood | out almost 600 hours of movies for 
today is enjoying a boom inspired | television next year. 
by television itself. The product | “Consider what this means: The 


= “This year CBS, NBC and ABC 


annually. Walt 
Disney, immensely inventive and 
immensely prosperous, will pro- 
duce the equivalent of four full- 
length movies for television each 
week. 


® “How has this affected the mo- 


vie colony? The movie payrolls, 


than they ever were in films. 


“An authoritative source put it| 


like this: ‘Relax, son. Those Mad- 


ison Ave. boys have to come to us| 


for the know-how, the stories, the 
| stars, the bellylaughs, the tugs at 
the throat. The television boys 
are starving for our experience, 
our know-how and our inventory.’ 


have shrunk dramatically since | 


the shadow of tv fell across the ® 


studio lots, but the personal pros- 


from Hollywood has become per-' average movie runs around an perity of people once in movies 


haps the most popular which tele-| hour and a half, and a major mo-|has 


soared to 


unprecedented | 


“To this the men on Madison 
Ave. may respond with a smile: 
billings for the television networks 
have skyrocketed from $12,294,513 


tS 
va 


As Master\af 
International In 


DANGER is 


we. 


his constant componion! 


SECRECY is his way of life! 
THE WORLD is his field of operations! 


est ratings for television today -|(or tee of 130 feature films|far more successful in television | comparable pictorial journalism of 
(for television) 


|Edward R. Murrow, the unmatched 
sports coverage, the comedy of 
George Gobei—without either aid 
or inspiration from Hollywood. 

| “Television has ended the mass 
|production of movies. Today’s 
movies are hand-tooled. Each film 
is made with more care, more at- 
tention, more concern than ever 
before—for the specter of tele- 
vision’s stay-at-homes haunts 
every movie producer. As one bat- 
tle scarred executive remarked: 
‘You have to offer the public 
something a helluva lot better 
than what they can get for free on 
tv. Television, not movies, makes 
B pictures. We have to pull them 
out of the living room to pay hard 
cash at the box office.’ ”’ 


Poor Named to NARTB Board 
John B. Poor, exec. v.p. of Mu- 
tual Broadcasting System, has been 
appointed to the radio board of di- 
rectors of the National Assn. of Ra- 
dio & Television Broadcasters. He 
replaces E. M. Johnson, who repre- 
sented Mutual until his resignation 
from the network in October. 


NORTH CAROLINA'S 


GOLDEN 
TRIANGLE 


TO THE 
BIG VOICE 


5 ee 


* INTRIGUE : * SUSPE Every ad- 
| Action in the cen- venture ig althrilling ex- 
j ters of gecret di- perience Khérged with 
== mbt WwSuJS | 
derground activ- 
ity! RADIO N 


WINSTON-SALEM 


NORTH CAROLINA 


é AFFILIATE 
: WINSTON. SALEM 
| _ i for GREENSBORO 
A HIGH POINT 


5000 W © 600 KC © AM-FM 


HEADLEY-REED, Representatives 
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These are the 
rtisers 


who have run 296 pages in Reader’s Digest since 
it began to take advertising in April, 1955... 


Adolph’s, Ltd. 
America Fore Insurance Group 
American Cyanamid Co. 


American Express Co. 


American Telephone & Telegraph Co. 


America’s Electric Light and Power 
Companies 


Association of American Railroads 
The Black & Decker Mfg. Co. 
Book-of-the-Month Club, Inc. 
Block Drug Co. 

The Borden Company 

The Borg-Erickson Corp. 

W. Atlee Burpee Co. 
Carnation Company 
Champion Spark Plug Co. 
Chrysler Corporation 
Colgate-Palmolive Co. 
Credit Union 

Douglas Aircraft Co. inc. 
Eastman Kodak Company 
Economics Laboratory, Inc. 
Elgin National Watch Co. 


Equitable Life Assurance Society 
of the U. S. 


The Esterbrook Pen Co. 
Ethyl Corp. 
Field Enterprises, Inc. 


The Florist’s Telegraph Delivery 
Association, Inc. 


Ford Motor Co. 

General Electric Co. 
General Foods Corp. 
General Mills, Inc. 

The Glidden Co. 

B. F. Goodrich Co. 
Goodyear Tire & Rubber Co., Inc. 
The Greyhound Corp. 
Hall Brothers, Inc. 
Hamilton Watch Co. 
Hammond Organ Co. 

P. H. Hanes Knitting Co. 
Hertz Rent-A-Car System 
The Hoover Company 
Hotpoint, Inc. 

Hunt Foods, Inc. 
International Business Machines Corp. 
International Silver Co. 
Andrew Jergens Co. 

S. C. Johnson & Son, Inc. 
Johnson & Johnson 
Kitchen Art Foods, Inc. 
Kraft Foods Company 
Lennox Furnace Co. 
Lewyt Corp. 

Life Savers Corp. 


Maryland Casualty Co. 


Massachusetts Mutual Life 
Insurance Co. 


Maytag Company 
Merrill Lynch, Pierce, Fenner 
& Beane 


Minute Maid Corp. 

Musical Masterpiece Society, Inc. 
National Cash Register Co. 
National Homes Corp. 

Thos. Nelson & Sons 

The Nestle Company, Inc. 

New York Life Insurance Co. 
North American Philips Co., Inc. 
Olin Mathieson Chemical Corp. 
Outboard, Marine & Mfg. Co. 
Paper-Mate Co., Inc. 

Parker Pen Company 

Philco Corporation 


Phoenix Mutual Life Insurance Co. 


Pillsbury Mills, Inc. 

Procter & Gamble Co. 

The Quaker Oats Co. 

Radio Corporation of America 
Revlon Products Corp. 
Reynolds Metals Co. 

Saginaw Products Corp. 
Savings & Loan Foundation 
Scott Paper Co. 


Seiberling Rubber Co. 

W. A. Sheaffer Pen Co. 

Shell Oil Co. 

Simmons Company 

Sinclair Oil Corp. ° 
Smith-Corona Inc. 

Socony Mobil Oil Company, Inc. 
Sonotone Corp. 

Sperry Rand Corporation 
Standard Brands Incorporated 


State Farm Mutual Auto Insurance Co. 


Studebaker-Packard Corp. 
Sugar Information, Inc. 
Sunkist Growers, Inc. 


Swiss Federation of Watch 
Manufacturers 


Sylvania Electric Products Inc. 
Trans World Airlines, Inc. 


Union Carbide & Carbon 
Corporation 


United Air Lines, Inc. 

Warner & Swasey Co. 
Western Electric Co. 

Western Union Telegraph Co. 
Westinghouse Electric Corp. 
Willard Storage Battery Co. 
The J. B. Williams Co. 

Zenith Radio Corp. 
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...and this ts what they bought: 


Nation’s greatest circulation’... 


still g rowin g Digest net paid circulation for the first 
six months of 1955 was 10,200,000 for the U. S. Edition alone 
(not including Canada)— greater than the U.S. circulation of 
the next two leading magazines combined. 

Advertisers in the issues of April, May and June, for which 
circulation figures are available, have received an average bonus 
of 200,000 more copies than the 10 million figure on which the 
advertising page rate was based 9 months ago. 


Twice as much coverage where it 


counts most In the top 15 metropolitan areas, the 
Digest is bought by 3,450,000 people ...71% more than the 


second largest magazine . . . 146% more than magazine No. 3. 
Someone in one out of every four families in these areas buys 
the Digest. | 


More buyers at newsstands. 


Newsstand sales are up 5%—an average of 80,000 copies per 
issue—in 1955. The Digest outsells all other general magazines 
and women’s magazines at the newsstand (75,000 more copies 
than the leading women’s magazine—240,000 more sales than 
the leading general weekly). 


*Not including newspaper supplements. All magazine circulation figures are from publishers’ statements. 
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Readers who like the Digest 
with advertising Last March just before advertis. 


ing appeared in the Digest, a representative group of Digest 
subscribers was asked how they would like to see advertising 
in the magazine. 


Then in May, after ads appeared, the same people were inter- 
viewed again. Here were their opinions .. . 


Before seeing After seeing 
Digest with ads Digest with ads 
Thought magazine more interesting 9% 30% 
Thought magazine less interesting 4l 12 
Thought it as interesting as ever 43 58 
Depends on kind or amount of ads 7 0 


This research—plus the mass of mail we received—proves that 
readers in overwhelming majority have welcomed advertising 
to the Digest. 


36 million readers of a single issue 


Approximately 36 million people across the nation are esti- 
mated to have seen a single issue of the Reader’s Digest, accord- 
ing to an experimental study.* They include one out of every 
three people (29.4%) of those in the U.S. ten-years old or older 
... 31% of all men and 27.8% of all women. 


It’s the largest “audience” ever attracted to a magazine... 
almost as large as the unduplicated audience of the next two 
magazines. 


Lower “per thousand cost” than 
other top magazines Compare the Digest’s 


advertising cost per page per 1,000 circulation with leading 

general or women’s magazines. You’ll find the Digest cost much 

lower. A black-and-white page costs only $2.65 per 1,000—full 

color only $3.10! A color spread in the Digest costs less per thou- 
sand than a color page in the next leading magazine. 


More “readers per dollar” than 
other top magazines A study of all the identi- 


cal or similar ads (totaling 73) appearing in both the Digest 
and other leading magazines in the period April through Sep- 
tember, 1955, shows that ads in the Digest produced: 


...39% more readers per dollar who “noted” the ads. 
...56% more readers per dollar who “read most” of the copy. 


*Alfred Politz Research, Inc. Study of April, 1955 issue. 
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More readers at younger ages” 


Take women 18 to 35, for example: The Digest’s “primary house- 
hold audience” includes 3,000,000 of these women—compared 
with 2,250,000 for the next general magazine, and 2,080,000 for 
the leading women’s magazine. And, of course, the Digest—with 
the nation’s largest total magazine audience — reaches more 
people in other age groups as well. 


The Digest also offers the heaviest coverage in all income 
groups. For example, it reaches 6,800,000 non-farm households 
earning over $4,000. The next two leading magazines combined 
reach only 6,790,000 of this group. 


Two “exclusives” that advertisers 


welcome A. Advertisers will continue to benefit from 
uncrowded copy in the Digest. Starting with the April, 1956 
issue, advertising will be limited to 20% of the content of any 
one issue (a much smaller ratio than that maintained by most 
magazines). This new policy, increasing available space, will 
give advertisers more flexibility to plan year-long schedules 
or seasonal promotions. 


B. Advertisers can continue to be certain of “keeping good com- 
pany in the Digest.’’ Each advertisement will be accepted if the 
copy and its representation measure up to the high standards set 
for the total content of every issue. And advertising will con- 
tinue to be limited to those products and services that are most 
acceptable to all segments of the Digest circulation. 


**Projections from Daniel Starch and Staff, 50th Consumer Magazine Report. 


The Digest is a “reader's magazine.” It offers more This faith . . . so widely shared and so often expressed . . . 


readers—and more thorough reading—for your advertising over and over again leads people to action . . . produces 
dollar than other magazines. This is an added advantage results without parallel. 

each advertiser enjoys in every issue. If you would like to have this powerful influence at work 
Readers respond by the millions to a few words in the to help you sell your products or services . . . write or 


Digest . . . because they have learned to believe in the phone Reader’s Digest in New York, Chicago, Detroit, 
Digest. To put it simply, people have faith in the Digest. or Los Angeles. 


fReader’s Digest 


Largest magazine circulation in the U.S. ... and in the world 


Over 10 million copies bought in the U.S. each month 
Over 18 million throughout the world 
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Sears Abandons 
Trading Stamp 
Sales Venture 


Cuicaco, Dec. 28—Sears, Roe- 
buck & Co., which entered the 
trading stamp business less than a 
year ago (AA, Feb. 7), is in the 
process of getting out of it. 

Early this year Sears formed a 
subsidiary, Four Star Stamp Co., 
to operate an experimental stamp 
program in which local merchants 
would issue the stamps and Sears 


would redeem them in its own 
stores with the Sears catalog serv- 
ing as a premium listing. 

Today, however, Sears told AA 
that the activities of Four Star are | 
being terminated, that no other | 
contracts with local merchants are | 
being signed and that those in ef-| 
fect are being allowed to lapse. It} 
also said that Biddle Co., Bloom- 
ington, Ill., is no longer a Sears 
agency. Biddle Co. helped develop 
the stamp plan and had been as- 
signed to the Four Star account 
for what was expected to be a 
large advertising program. 

Donald B. Semple, who left 
Sears to head up the Four Star 
company, has returned to the par- 
ent company in an executive ca- 
pacity, Sears said. 


® Sears’ only comment on its re- 
tirement from the stamp business | 
was that its “pilot experiment has 
not worked out to expectations.” 
There was considerable evidence, 
however, that an uprising among 
local retailers in the Illinois towns 
and cities where the plan was 
tested had been the deciding fac- 
tor. 

Chief antagonist to the plan was 
Algot J. Bowman, owner of Bow- 
man Shoe Co., and chain of stores 
headquartered in Monmauth, III. 
When Sears entered the Gales- 
burg-Monmouth area with its 
stamp plan Mr. Bowman took 
three months off from the shoe 
business to combat it (and other 
plans) on an all-out “Stamp Out 
the Stamp Racket” platform. 

The shoe merchant worked as- 
siduously, contacting all chambers 
of commerce and major retail or- 
ganizations in a seven-state area. 
Supported by subscriptions from 
retail groups all the way to New 
York, he issued an anti-stamp bul- 
letin, the “Green Dragon,” con- 
tacted congressmen and appeared 
before an Illinois legislative com- 
mittee considering a proposed an- 
ti-stamp law. 


® Arguing that retailers would 
become “errand boys” for Sears, 
promoting it instead of them- 
selves, Mr. Bowman and his sup- 
porters managed to keep the Sears 
plan out of all but four stores in 
the Galesburg-Monmouth area 
(AA, May 23). This compared 
with 108 stores signed in Peoria 
and 38 in Rockford. 

Whether because of Mr. Bow- 
man’s efforts or other factors, the 
Four Star program failed gener- 
ally to light any prairie fires. 
Originally intended for tryouts in 
26 Illinois markets in the first six 
months, the plan wound up in only 
four besides Galesburg. 


@ In a letter sent today to T. V. 


Houser, board chairman of Sears, 
Mr. Bowman said: “I wish to} 
take this means of heartily con- | 
gratulating your good company on) 
your decision to disband your | 
Four Star company.” | 

In the same letter Mr. Bowman | 
called the venture “poor public | 
relations ... especially among your 
fellow merchants, hundreds of | 
whom made their 
known by letters, many of which | 
you received copies of.” He also! 


sentiments | | 10 


CALIFORNIA P\ 3 bent Da Department Store Sales... 
Shoppers Splurge 


TRIPLE TREAT—This full-color spread featuring cling peaches, Spam 
and Betty Crocker honey spice cake mix was prepared by Batten, 
Barton, Durstine & Osborn for the three advertisers: General Mills, 
Geo. A. Hormel & Co. and the Cling Peach Advisory Board. The 
ad will appear in the Jan. 23 Life. The campaign will be pushed 


other consumer magazines, 
dailies and on two 


in 


Sunday newspaper supplements, 


network tv shows. 


observed that local Sears store| 
managers were made “uncomfort- 
able” by a scheme which “was | 
inaugurated to add traffic to your 
local stores at the expense of your 
friendly competitors...” 

Mr. Bowman told AA that he 
is no longer an active anti-stamps | 
crusader, having ceased all such 
efforts two weeks ago. 


Direct Mail Hits Record 

Direct mail advertising reached 
a new alltime high in dollar 
volume in 1955, according to the 
Direct Mail Advertising Assn. For 
the first ten months of 1955 volume 
was $1,155,557,189 in comparison to 
the first ten months of 1954 volume 
of $1,086,029,350, representing a 
gain of 6.42%. Membership in the 
DMAA is at a high of 2,600, 20% 
greater than last year. 


ICS Promotes McDermott 

Thomas C. McDermott has been 
named assistant director of the 
advertising and sales promotion 
department of International Cor- 
respondence Schools, Scranton, Pa. 
Mr. McDermott joined the ICS ad- 
vertising department in April, 
1954, as director of the direct mail 
division. 


Trendex TV Ratings 
Dec. 1-7, 1955 


Fifteen Multi-Station Cities 
RANK PROGRAM RATING 
1 $64,000 Question (Revion, CBS) ....42.8 
2 1 Love Lucy (P&G, General Foods, 
cBs 
3 


What's My Line (Stopette, Reming- 


The Lineup (Viceroy, P&G, CBS) ....26.9 
Perry Como Show (Several sponsors, 
NBC) ‘ 
Your Hit Parade (Lucky Strike, War- 
ner-Lambert, NBC) i 
George Gobel (Armour, Pet Milk, 
NBC) 26.0 


lly after Jan. 


Saturdey Lucy Show (Lehn & Fink, 
CBS) 25.7 | 
Honeymooners (Buick, CBS) 25.7 | 


“Brooklyn Eagle’ 
May Rise Anew from 


Predecessor’s Ashes 


New York, Dec. 28—A $750,000 
issue of stock will go on sale short- 
1, according to a 
group that hopes to start a daily 
tabloid called the Brooklyn Eagle. 
The stock issue has been registered 
with the Securities & Exchange 
Commission. 

The group, corporately known as 
Eagle Newspaper Enterprises, 44 
Court St., Brooklyn, is headed by 
Robert W. Farrell, former night 
club columnist for the Brooklyn 
Eagle, which went out of business 
last spring in the course of a strike 
called by the American Newspaper 
Guild. 

Other officers are George Ba- 
doian, of Cambridge, Mass., v.p.; 
Mrs. Jesse A. Ellis, Brooklyn, a sec- 
retary, and Milton Blumberg, Dr. 
Jacob I. Hartstein and William S. 
Webb, all of Brooklyn, directors. 
John W. M. Rutenberg is attorney 
for the company. 

Presses of El Diario Publishing 
Co. will be used for printing the 
new Eagle, it was said. Bob Gran- 
nis, managing editor of the old 
Eagle, will be editor. 


Balch to Head David White 

William Balch, general sales 
manager of Ansco division, Gen- 
eral Aniline & Film Corp., Bing- 
hamton, N. Y., has been named 
president and general manager of 
David White Co., Milwaukee, 
maker of photographic equipment 
and optical and engineering in- 
struments. He succeeds Willis 
Rabbe, who resigned recently 
after serving as president since 
March, 1953. Mr. Balch, who takes 
over Feb. 1, has been with Ansco 
since 1936. 


Canadian Agency Expands 

Stevenson & Scott Ltd., Canadi- 
an agency with offices in Mon- 
treal, Toronto and Vancouver, has 
opened a new branch office in 
Halifax, N. S. Ronald H. Kitley 
‘has been appointed manager. 


Videodex Top Ten Multi-Weekly Shows 
Nov. 1-7, 1955 
Copyright by Videodex Inc. 


Ss 
rr 


Coke Time (Coca-Cola, NBC) 


Dinah Shore (Chevrolet, NBC) 
Howdy Doody (Participating, NBC) 
Arthur Godfrey (Participating, CBS) 
Matinee (Participating, NBC) 

CES News (Participating) 


Ve casilit ise Sos ce 


8 
9 
Art Linkletter (Participating, CBS) 
Pinky Lee (Participating, NBC) 
Tonight (Participating, NBC) 


Program 
Mickey Mouse Club (Participating, ABC) 


News Caravan (Plymouth, Camel, NBC) 


Ding Dong School (Participating, NBC) 
The Big Payoff (Colgate-Palmolive, NBC) 


Advertising Age, January 2, 1956 


g Last Minute Yule 


| WasHINGTON, Dec. 29—Depart- 
j}ment stores had the cockles of 
|their collective hearts warmed 
| heartily in the last week preceding 
|Christmas with a 21% boost over 
1954 in Christmas buying this year. 
This is the gain reported by the 
Federal Reserve Board for depart- 
ment store sales in the week end- 
ing Dec. 24. 


# For the four weeks ending that 
date, sales were 8% ahead of those 
of the similar week of 1954, and 
year-to-date sales were 7% ahead. 
All 12 districts showed healthy 
gains for the week ending Dec. 24: 
Boston, 20%; New York, 17%; 
Philadelphia, 26%; Cleveland, 
23%; Richmond, 22%; Atlanta, 
17%; Chicago, 24%; St. Louis, 
26%; Minneapolis, 17%; Kansas 
City, 19%; Dallas, 19%; and San 
Francisco, 17%. 
% Change from ‘34 
Week Ending 
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Avery-Knodel Will 
Handle New Georgia 
Big Five Stations 


New York, Dec. 29—Avery- 
Knodel has been named to repre- 
sent the newly formed Georgia 
Big Five group of radio stations. 

The group will be comprised of 
WGST, Atlanta; WGAC, Augusta; 
WRBL, Columbus; WMAZ, Macon, 
and WTOC, Savannah. Adver- 
tisers who buy the stations in 
combination will be offered a dis- 
count, with the range depending 
on what type and how much radio 
they buy. 

Avery-Knodel also will repre- 
sent the Big Five stations indi- 
vidually. The representative al- 
ready lists WGST and WGAC, as 
well as the tv sister stations of 
WMAZ and WTOC. 

The George P. Hollingbery Co. 
formerly handled WRBL, while 
the Katz Agency handled WMAZ 
and WTOC. The latter stations for- 
merly were sold by Katz in com- 
bination with WAGA, Atlanta, as 
the Georgia Trio. 

Business paper and direct mail 
advertising will be used to pub- 
licize the Georgia Big Five. 


Sunday ‘Journal’ Price Up 

The Milwaukee Journal in- 
creased the price of its Sunday 
paper from 15¢ to 20¢, effective 
Jan. 1. The new price applies to 
both carrier delivery and news- 
stand sales, and mail subscription 
prices will be revised accordingly. 
Higher newsprint and production 
costs made the price increase 
necessary, according to the Jour- 
nal, 


JOHN W. ANDREWS JR. has been 
named assistant to Joseph N. Mo- 
rency, Chicago manager of Hearst 
Advertising Service. Mr. Andrews, 
who joined Hearst in 1945, also as- 
sumes the title of national adver- 
tising manager of the Chicago 
American. 
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VAUGHN FLANNERY McHugh-Cather to Handle 
PHILADELPHIA, Dec. 28—Vaughn Cellomatic Battery 
Flannery, 57, who became some-| McHugh-Cather Advertising 
thing of a legend in his lifetime | Agency, Beverly Hills, Cal., has 
as an advertising agency art di-| been selected to handle advertis- 
rector, died Christmas Day at the|ing and publicity for Cellomatic 
Woman's Hospital here after a|Sales Corp., manufacturer of the 
short illness. He had lived at Dar-|Cellomatic battery. The new auto 
lington, Md., since he retired in| battery features replaceable cells 
1941 to devote all his time to and selenium plating. 
painting. | Plans are for extensive con- 
Mr. Flannery was art director) sumer advertising as soon as ad- 
of N. W. Ayer & Son here from |equate national distribution is 


1923 to 1930. In those seven years | established, preceded by a drive in 
he established a national reputa-| automotive trade publications. 
tion for the house ads he did for | 
the agency and for the institutional ‘SI’ Names Squires 
advertising he did personally for, Sanford H. Squires, formerly 
the Ford Motor Co. He also was/ field director of Life’s retail rep- 
credited with some of the out-|resentative program, has been 
standing art work that appeared in| named sporting goods and travel 
magazines and newspapers for|manager of Sports Illustrated’s 
Steinway pianos, Ford cars, Yard-| merchandising section. 
ley cosmetics and the Bell Tele- 
phone System. : KHAD-TV Joins NBC-TV 

In 1930 Mr. Flannery moved to| _KHAD-TV, Laredo, Tex., has af- 
New York, where he became v.p. | filiated with National Broadcasting 
and head art director for Young|C9. The optional affiliate will be 
& Rubicam. During the nearly 12/ one of the network’s program ex- 


years he headed Y&R’s art depart- | tension plan stations. 


for these advertisers in the Armed Forces Market: 
@ Anheuser-Busch, Inc. @ San Francisco Brewing Co. 
@ Bacardi Imports, Inc. @ Schenley Industries, Inc. 

@ Canada Dry @ Schlitz, Jos., Brewing Co. 

@ Coca Cola Company @ Southern Comfort Corp. 

@ Kinsey Distilling Corp. @ Walker, Hiram & Sons, Ltd. 
@ National Distillers @ Walker, John, Scotch 

aR . s 4 @ Pabst Brewing Co. @ White Horse Whiskey 


The top-circulation TIMES Service Weeklies can sell YOUR product, too. 
Write for sample copies, rates, new market data book, ‘Timely Facts."’ 

ARMY TIMES PUBLISHING CO. 2020 M. St., N.W., Washington 6, D.C. 

U.S. OFFICES: Chicago, Detroit, Honolulu, Los Angeles, New York, Philadelphia, San Francisco 
FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


Army Times * Air Force Times * Navy Times — 


MEMBERS: AUDIT BUREAU OF CIRCULATIONS) 


ment, Mr. Flannery was considered 
to have exerted a major influence 
in the development of advertising 
design, not only by example, 
through his own work, but also in 
talks and lectures he gave before 
advertising groups and art stu- 
dents and by articles on advertis- 
ing art that he contributed to mag- 
azines. 


® Vaughn Flannery was a color- 
ful character. But his friends found 
it difficult to define the qualities 
that made him seem colorful. Some 
ascribed it to his verve, others to 
his abilities as an artist, still oth- 
ers to the range of his interests. 
He was extremely articulate and 
widely read, and he enjoyed a rep- 
utation as a raconteur. 

Born in Kentucky, he attended 
the University of Illinois and was 
a student at the Chicago Academy 
of Fine Arts. Throughout his life 
he was interested in horses, and 
when he retired in 1941 he devoted 
all his time to painting race horses 
and race scenes. For several years 
he also had his own stud farm in 
Maryland. 


® One of his best known paint- 
ings is a large canvas of the Mary- 
land Hunt Cup, which was shown : 


at the Carnegie International Ex- 

hibition and is now in the perman- 

ent collection of the Baltimore Art 

Museum. His portrait of Native 

Dancer is owned by Alfred G. P 
Vanderbilt. Recently he had ; 
worked on a series of paintings of 

the famous stake horses of Green- 


tree Farms. 

Mr. Flannery was a director of 
the Maryland Jockey Club and a 
former president of the Art Di- 
rectors Club of New York. 


HAMMOND FISHER 

New York, Dec. 28—Ham- 
mond Edward Fisher, 54, creator 
of the comic strip “Joe Palooka,” 
was found dead in a friend’s studio 
last night. Police report the death 
as apparent suicide. Mr. Fisher 
left notes asking that he be for- 
given. They explained that his 
sight had gone to a great extent 


~ 


in OMAHA is 


FRANK P. Focarty, Vice President and General Manager 


— Channel 


We suggest that you check your availabili- 
ties and adjacencies in the Omaha market 
TODAY with Blair-TV or Fred Ebener, 
WOW-TV. 


Re wae multesing fram other mal- MEREDITH ade and “Sdheisoon STATIONS 


adies. 


strip in 1930 after trying to sell it 
to newspapers for more than eight 
years. Today it appears in more 
than 800 newspapers. 


s A self-taught artist, Mr. Fisher | 
first worked for the Wilkes-Barre 
Record as a reporter. Later he} 
joined the New York Daily News| 
as an advertising salesman and) 
then became a salesman for the 
McNaught Syndicate, which later 
accepted his comic strip for distri- 
bution. 

A spokesman for McNaught said 
the strip probably will be con-| 
tinued by another cartoonist. 


The cartoonist began his comic attitiated with Better Homes and Gardens ana Successful Farming magazines 
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Represented by KATZ AGENCY INC. 
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‘Corrado’s Liquor Handbook’ 
Sold to Davidson Publishing 
“Corrado’s Handbook of Liquor 
Marketing,” a. source book of sta- 
tistics and marketing information 
for the distilled spirits industry, 


| Publishing 


and annuals 


has been purchased by Davidson; New York liquor statistician and 


Co., has been 


Duluth, Minn.,| marketing consultant, 


publisher of business magazines | named publisher of the handbook, 


in the paper, station- | Which was established in 1954 by) 


ery, food and fur industries. Clark | Benjamin W. Corrado, who early 
Gavin, of Clark Gavin Associates, | this year became director of re- 


search of National Distillers Prod- 


SURE STRIKE! 


Manufacturers of fishing tackle and related lines 
can’t miss getting bigger strikes from advertising 
in FTTN —the one specialized book with top 
coverage of 11,047 top tackle dealers and jobbers. 


FISHING TACKLE ADE NE 


ucts Corp. 

Name of the publication will be 
changed, according to Mr. Gavin, 
by dropping Mr. Corrado’s name. 
|The handbook will be prepared 
and issued in New York in mid- 
May. Advertising rates will not be 
changed. Base rate for a bew page 


WILMETTE 
lis $400. 


ILLINOIS 


ws 


Harvey George to Direct 
Research for Gravure 
Gravure Research Inc., Chicago, 
has appointed Harvey F. George its 
| first research director. The organ- 
|ization, which for the past eight 
Only ABC Tey Paper | years has sponsored research pro- 
Oldest in Field jects at Batelle Memorial Institute, 
Leads in Lineage § =| Columbus, O., is now setting up its 
Write for New Morket Own laboratory facilities. Mr. 
Dota Folder George formerly headed the graph- 
PTS anise ic arts research section of Mergen- 
; ca thaler Linotype Co. 


America's 


FOREMOST 
TOY TRADE 


’ Magazine 


i 


ming 
Conventions 


Jan. 21-22. Advertising Assn. of the 
West, midwinter conference, Paradise Inn, 
Phoenix, Ariz. 

Jan. 22-25. Newspaper Advertising Ex- 
ecutives Assn., annual meeting, Edgewater 
Beach Hotel, Chicago. 

Jan. 26-28. Assn. of Railroad Advertising 
Managers, annual meeting, Biltmore Ho- 
tel, New York. 

Jan. 29-Feb. 1. National Advertising In- 
dustries Exposition, Morrison Hotel, Chi- 
cago. 

Feb. 3-5. Eastern Conference of Women's 
Advertising Clubs, Hotel Statler, Buffalo. 

Feb. 9. Associated Business Publications, 
annual midwest conference, Edgewater 
Beach Hotel, Chicago. 

Feb. 24-25. Northwest Daily Press Assn., 
37th annual meeting, Radisson Hotel, Min- 
neapolis. 

Feb. 27-28. Inland Daily Press Assn., 
winter meeting, Drake Hotel, Chicago. 

March 2. Associated Business Publica- 
tions, annual eastern conference, Roose- 
velt Hotel, New York. 

March 2-3. Midwestern Advertising 
Agency Network, first quarterly business 
meeting and competitive display, Drake 
Hotel, Chicago. 

March 5-7. Packaging Assn. of Canada, 


they Buy More because they Have More! 


@ Yes, Indianapolis is a plus market for almost any prod- 
uct. According to U. S. Census Bureau studies on toilet 
facilities, Indianapolis ranks as one of the most modern 
metropolitan cities in the country. Retail sales run 20.3%* 
above the national average, and average annual income 
per family is far out in front of the national average. So 
whatever you're selling . . . washbowls, electric razors, 
soap, toothbrushes or medicine cabinets . . . you'll sell 
more in Indianapolis. In addition you'll enjoy these other 
extremely desirable and very important market advantages: 


> It’s Bic . . . with a population of 600,000. 


> It’s Sreapy . . . unsurpassed for diversification and 
balance of industry and agriculture. 


> It’s Eastty REACHED .. . you get saturation coverage of 
the metropolitan area, plus an effective bonus coverage of 
the 44 surrounding counties in The Star and The News. 
Write for complete market data today. 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


*Consumer income Supplement, 1954, Standard Rate & Data Service 


THE INDIANAPOLIS STAR & 


YOUR FIRST TEAM FOR SALES 


€ 


IN INDIANA 


THE INDIANAPOLIS NEWS —_oe 
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annual convention, King Edward Hotel, 
Toronto. 

March 10-14. Advertising Specialty Na- 
tional Assn., 4th annual spring specialty 
show, Palmer House, Chicago. 

March 14-16. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
| Hot Springs, Va. 

March 22-24. Advertising Federation of 
America, Fourth District, annual convere 
| tion and southeastern advertising confer- 
j}ence, Orlando, Fila. 
| April 8-12. National Business Publica- 
tions, spring meeting, The Homestead, Hot 
| Springs, Va. 
| April 10-12. Point-of-Purchase Advertis- 
ling Institute, symposium and _ exhibit, 
| Hotel Sheraton-Astor, New York. 

April 15-19. National Assn. of Radio and 
Television Broadcasters, 34th annual con- 
vention, Conrad Hilton Hotel, Chicago. 

April 15-21. National Brand Names 
| Week, Annual Brand Names Day dinner, 
|April 18, Waldorf-Astoria Hotel, New 
| York. 

April 24-26. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 26-28. American Assn. of Adver- 
tising Agencies, spring meeting, The 
Greenbrier, White Suiphur Springs, W. Va. 

April 27-29. Advertising conference 
sponsored by the University of Michigan, 
Ann Arbor. 

April 30-May 2. Assn. of Canadian Ad- 
vertisers, 4lst annual convention, Royal 
York Hotel, Toronto. 

May 6-8. Magazine Publishers Assn., 
37th annual meeting, The Greenbrier, 
White Sulphur Springs, W. Va. 

May 14-16. National Newspaper Promo- 
tion Assn., 26th annual convention, Hotel 
Cleveland, Cleveland. 

May 14-17. First Advertising Agency 
Group, annual conference, Hotel Statler, 
Boston. 

May 20-23. National Industrial Adver- 
tisers Assn., 34th annual conference, Pal- 
mer House, Chicago. 

May 24-27. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

June 3-6. National Sales Executives In- 
ternational Distribution Congress and 
Sales Equipment Fair, Conrad Hilton Ho- 
tel, Chicago. 

June 10-13. Advertising Federation of 
America, annual convention, Bellevue- 
Stratford Hotel, Philadelphia. 

June 20-22. American Marketing Assn., 
spring conference, William Penn Hotel, 
Pittsburgh. 

June 24-28. American Newspaper Class- 
ified Advertising Managers Assn., 36th 
annual convention, Long Beach, Cal. 

June 24-28. Advertising Assn. of the 
West, 53rd annual convention, Los An- 
geles. 

July 1-4. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Empress 
Hotel, Victoria, B. C. 

Aug. 24-28. Mail Advertising Service 
Assn., 34th annual convention, Drake Ho- 
tel, Ghicago. 

Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Sept. 23-25. Advertising Federation of 
America, Tenth District convention, 
Shamrock Hilton Hotel, Houston. 

Sept. 27. Magazine Publishers Assn., fall 
meeting, Westchester Country Club, Rye, 
N. Y¥. 


Oct. 1-3. Direct Mail Advertising Assn., 
annual convention, Hotel Statler, New 
York. 

Oct. 11-13. Pennsylvania Publishers 
Assn., annual convention, Bellevue-Strat- 
ford Hotel, Philadelphia. 

Oct. 15-16. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 15-16. Agricultural Publishers Assn., 
annual convention, Chicago Athietic 
Assn., Chicago. 

Oct. 18-19. Audit Bureau of Circulations, 
42nd annual meeting, Drake Hotel, Chi- 
cago. 

Oct. 22-23. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 


Chicago Broadcasters Elect 
James L. Stirton, v.p., Music 
Corp. of America, has been elected 
president of the Broadcast Adver- 
tising Club of Chicago. Other new 
officers are Frank Baker, v.p. and 
radio-tv director, Grant, Schwenk 
& Baker, exec. v. p.; Gene F. See- 
hafer, Needham, Louis & Brorby, 
Harold A. Smith, NBC-TV, and 
Cyril C. Wagner, NBC-TV, v.p.s.; 
Ruth Babick, Earle Ludgin & Co., 
secretary, and Lois Thompson, 
Meeker TV, treasurer (reelected). 


Marie does it 
FASTER... 


complete mailings, multl- 

raphing, mimeograph- 

ing, addressing, fill-in on 

multigraphed letters, 
planographing. 

Marie keeps your Mail- 

ing List up-to-date, frees you 

from detail work. For rush pick-up, 

uick service and fast delivery 
ALL WAbash 2-8655. 


Tee Gre 
,431 S. Dearborn Street, Chicago 5, Il. 
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Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Salesense in Advertising... 


1955 Magazine Advertising the Best Ever 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 

v.p. in charge of creative activities 

of the western offices of J. Walter 

Thompson Co.) 

Advertising in national magazines dur- 
ing 1955 is much better, according to my 
lights, than that of 1954, or of any year 
during and since World War II. There is 
much less copy of the entertainment 
variety, and fewer ad- 
vertisers of importance 
are clowning it up in 
the belief that “any- 
thing for a laugh” is 
appropriate and  ef- 
tective in advertising. 
There is less bad taste. 
too, and less mendacity 
and  brag-and-boast. 

The reason for this 
may be the fact that 
the consumer has a pocketful of money, 
hence need not be wheedled or high- 
pressured into spending it. But I suspect 
the real reason is that the counsel of 
wise heads is beginning to prevail. Never 
has there been a year, it seems to me, 
when so many leaders in our business, 
speaking before advertising clubs and as- 
sociations, have urged moderation, hon- 
esty, and common sense. 


James D. Woolf 


SELLING COPY—The Viyella color pages, 
like the Hathaway campaign, are note- 
worthy for their appeal to subjective 
hankerings. What has not been noted, 
perhaps, is the fact that the copy is fac- 
tual and reason-why and very informa- 
tive. Excerpts: “Viyella...is so sensuous- 
ly soft and light. It is spun near Sherwood 
Forest in England, from a cunning mizx- 
ture of cozy lamb’s wool and strong 
Egyptian cotton. It is completely wash- 
able—you can safely send Viyella to your 
laundry!” We are also told that Viyella 
shirts come in a thundering range of 
plain colors and authentic Scottish tartans. 
The emotional appeal is at its best, I be- 
lieve, when it is backed up with reason- 
why product information. 


The pie crust you stir and roll 
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No cutting in shortening 
Pour delicate Wesson Oil for flaky, 
tender pie crust every time 


DEMONSTRATE . . . DEMONSTRATE . . . DEMON- 


STRATE—Say NBC researchers: “People 
are most likely to remember advertiser 
claims of product performance if they 
see the performance demonstrated.” 
Some tv advertisers—Kraft, for example 
—employ the demonstration technique 
most skillfully. I believe we should see 
more of it in print advertising. This 


beautiful Wesson Oil color page is a fine 
example of the demonstration approach, 
and it could be used almost as is for a 
tv story board. And yet the page is essen- 
tially simple and easy to understand. 


SUPER SOFA STYLE 


SUPER BED COMFORT: 
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BENEFITS PROMISED—This handsome color 
page is one of a series that has been 
outstanding in 1955. The arrangement of 
the layout is simplicity itself, and the 
important promised benefit—Super Sofa 
Style! Super Bed Comfort!—is sure to be 
grasped instantly by the reader. I par- 
ticularly like the fact that price informa- 
tion has been included, as follows: “The 
‘Madison’ Super Sleep-or-Lounge as 
shown in nylon boucle, $259.50. Leunge 
chair, $79.50. Prices vary (higher or low- 
er) according to fabric selected. Most 
Kroehler dealers offer liberal monthly 
terms.” 


In my files I have a hundred or so 
tearsheets of magazine pages that were 
published during 1955. All of them are 
so generally excellent that I shut my 
eyes and grabbed a handful at random, 
This handful is reproduced herewith, to- 
gether with my reasons for liking them. 

I am not saying, however, that all is 
sweetness and light. I also kept a file of 
1955 ads that I don’t care much for. A 
few of them, together with my comments, 
were reproduced in last week’s issue of 
AA. 
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PRICES QUOTED—Failure to quote prices, 
exactly or approximately, means failure 
to provide the consumer with his most 
wanted item of information. Some ads 
do, some don’t; I find no evidence of a 
consistent policy within an industry. Ad- 
vertisers have their own reasons, I know, 
for not quoting prices or giving approxi- 
mate price information, but with most of 
these reasons I have very little sympa- 
thy. I like this Ansco color page because 
it illustrates the merchandise, describes 
it, and quotes exact prices. This ad is an 
excellent example of salesmanship in 


print. 


How to fulfill *10,0C0 worth of dreams 
for your family...on a pennywi budget 
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EASES APPREHENSION—Two or three years 
ago, in this column, I gave it as my opin- 
ion that most people know very little 
about life insurance. I said further that 
they are apprehensive over the cost of 
insurance, and they are fearful that the 
insurance agent will high-pressure them 
into heavier premiums than they can af- 
ford. I like this page because it courag- 
eously talks price. Excerpt: “Annual pre- 
mium for standard Whole Life insurance 
is only $17.59 at age 25; $23.59 at 35; 
$33.64 at 45.” Cash and loan value in- 
formation is also included in the copy. 
Example: “Seventh year cash value per 
$1,000 taken out at age 25 is $92; at 35, 
$123; at 45, $164. 


Im in love with the lotion that 


stops detergent hands 
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SIMPLE AND QUICK—Far too many ads are complicated and hard to understand. Many 
times in this column I have urged advertisers to “come right out and say what you 


mean.” 


Words and pictures are instruments of persuasion only when the 


reader can easily and quickly grasp their meaning. I like this color page because of 
its extreme simplicity and ease of understanding. Even a child of six will not fail 
to grasp instantly the Niblets promised benefit. The Jergens lotion color page is also 
a model of telegraphic simplicity, and an excellent advertisement in every respect. 
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On the Merchandising Front... 


Pharmacists and Drug Industry 
Have Huge PR Job Ahead 


By E. B. Weiss 
Merchandising Consultant 

A profound change has taken place in 
the prescription compounding functions of 
the pharmacist-druggist. Less than 15 
years ago, over 75% of the prescriptions 
filled in the drug store were compounded 
by the pharmacist. To- 
day, from 85% to 95% 
of the prescriptions are 
for single-ingredient 
drugs that require no 
compounding or for 
so-called “pre-fabri- 
cated” drugs which al- 
so require no com- 
pounding. 

The public is only 
dimly aware of this 
remarkable change, although perhaps not 
quite so dimly aware of it as some drug- 
gists would like to believe! Indeed, public 
awareness of what has transpired is prob- 
ably accountable—in part—for the pub- 
lic’s firmly-established conviction that 
prescription prices are too high, a fact 
that emerges from every study made by 
the drug industry. 

However, it is not this particular phase 
of this situation that I would like to dis- 
cuss. My attention has been directed, 
rather, to the peculiar and even unfortu- 
nate situation in which the druggist finds 
himself as a direct consequence of the 
emergence of single-ingredient and “pre- 
fabricated” drugs. 


E. B. Weiss 


= Generally speaking, the druggist is not 
eager for the public to comprehend that 
he really is no !onger the “pill-roller” of 
yore. As a consequence, he tends to go 
through a variety of motions (physical 
and verbal) ail deliberately designed to 
leave the customer with the impression 
that the prescription is to be compounded 
on the spot. As a fairly typical example, 
the pharmacist will suggest that the cus- 
tomer come back in two or three hours for 
a prescription that can actually be filled 
faster than a glass of Coca-Cola. I think 
it is no exaggeration to say that this dodge 
—and dodge it is—is fairly common prac- 
tice. 

Now what this means, of course, is that 
the pharmacist-druggist is developing a 
series of practices that can only tarnish 
his professional reputation in the long 
run and, indeed, I would assume that the 
tarnishing process has already proceeded 


farther than the druggist comprehends. 
It also means that the druggist is living, 
day after day, and even hour after hour, 
with a monstrous deception—and that is 
hardly conducive to his mental well-being 
or his professional status. 

The entire drug industry is involved in 
this situation, and if ever an industry 
unitedly performed the well-known os- 
trich-head-in-the-sand act then that is 
precisely what this industry is doing right 
now. Nobody is apparently willing to face 
up to the realities of this development 
and, as a consequence, the deterioration 
in the ethical standards of all involved in 
what is in effect, if not intent, a decep- 
tion of the public continues apace. 


® There are some in the industry who ex- 
press the hope that maybe the next turn 
of the scientific wheel will once again 
bring back on-the-spot compounding of 
prescriptions by the pharmacist-druggist. 
In other words, perhaps because the wish 
is father to the thought, they profess to be- 
lieve that the next great development of 
wonder drugs will involve types that are 
not single-ingredient or pre-fabricated. 
Surely this is an extremely lean reed on 
which to lean and, meanwhile, what hap- 
pens to the public relations of an industry 
compelled to live with an economic falsie? 

I do not pretend to have a single-ingre- 
dient or pre-fabricated solution to this 
situation. I do know that, in the field of 
live-stock care, the development of single- 
ingredient and pre-fabricated wonder 
drugs has led to the practice of selling 
these drugs “off the shelf,” in special 
“Animal Drug” sections—sans prescrip- 
tions by the veterinarian. Whether some- 
thing of somewhat the same sort may 
emerge in the realm of drugs for humans 
I don’t pretend to know, and I most cer- 
tainly am not advancing this as a sug- 
gestion. 

However, I am very much of the opin- 
ion that the entire drug industry cannot 
afford much longer to close its eyes to 
this situation in which science has placed 
it and where, I believe, the chances favor 
that science will not merely keep it but 
place it still more completely. If there is 
one industry in this nation that has a del- 
icate problem of public relations it is the 
ethical drug industry—yet, at this mo- 
ment, nothing significant is being done to 
alleviate a development in public relations 
of paramount importance. 


Looking at Radio and Television... 


Twenty Wishes for 1956 


By The Eye and Ear Man 

This is probably pretty wishful, but an 
advertising man can dream and in his 
wildest dreams some hopes for 1956 
emerge from his Arabian Nights seraglio 
and his opium crammed hooka. Let us 
hope that in 1956: 

1. The set manufacturers come out from 
under the desk and begin mass producing 
a large-screen color set with a locked in 
color tuner for $400. And that they get 
behind it with hard sell. 

2. The FCC makes up its collective mind 
about getting a third station in every 
major market so that there can truly be 
competition by three networks. May the 
commissioners also get going on the u.h.f.- 
v.h.f. dilemma for secondary markets. 

3. The contro! of programs be taken 
away from interplanetary network ge- 
niuses or self-appointed arbiters of pro- 
and diversified group—the advertisers 
gramming and returned to a more stable 


who in turn will program for the viewers. 

4. The participation programs and pos- 
sibly the co-sponsored network controlled 
programs offer advertisers a guaranteed 
average audience Nielsen circulation of 
$2.50 a thousand homes a commercial 
minute. (Maybe that will regulate the 
runaway wasteful program budgets on 
this type of show.) 


s 5. Somebody tell us or show us when 
we can expect magnetic tape—from RCA, 
Crosby Enterprises, or whomever—to 
make network time literally clock time 
and reduce below the line costs consid- 
erably. 

6. Plans for more studios in the New 
York area will be approved and adver- 
tisers can look forward to facilities com- 
parable to those offered in Hollywood. 

7. Prices of station time will have 
leveled off and recognition be made in 
certain areas that increased competition 
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The Creative Man’‘s Corner... 


Pretty Much Alike 


E 1 


Here’s how 
your whole family 
benefits from 
Equitable’s 
Living Insurance 


LIVING INSURANCE 


» Equitable 


Last week we called attention to three filter-tip cigaret ads that were 
practically interchangeable and hence, in our opinion, far from believable. 
And we blamed the clients—feeling that agency people, being creative, must 
be far more resourceful than those three ads make them out to be. 

This week we wonder. And we certainly offer a profound apology to the 
clients we singled out. For, in a single issue of one magazine, we came 
across these three life insurance ads and, lo and behold, all three look pretty 
much alike. All are spreads. All feature families. All use a dominant illustra- 
tion stretching beyond one page. The New York Life and the John Hancock 
ads both sell low cost coverage. The Equitable ad tells of the various ways 
in which life insurance can come to your aid while you are alive and 
breathing. 

In our opinion, however, not only are these ads, at a glance, practically 
interchangeable—but they do not address themselves to the real-life prob- 
lems that life insurance can help solve. And we refer chiefly to their cap- 
tions. The Equitable ad comes closest to selling life insurance as a means of 
realizing various ambitions in life. But its caption is so general. And the il- 
lustration, unless you look closely, gives the impression that papa is lighting 
the fireplace with an Equitable policy. (Actually he is burning up the 
mortgage.) 

Maybe all this talk of a lack of young and vital, new creative talent isn’t 
just nostalgia on the part of a few top creative men now grown into a fat 
and comfortable middle age. Maybe—-and, looking at such ads as these, 
we're inclined to this opinion—it’s true. 
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should consider thts low cost 
policy by NEW YORK Lire 
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should actually deflate the current price. 

8. Radio stands up as a medium apart 
from television or any other medium and 
stabilizes its programming and prices in 
a manner to compete with all other media. 


= 9. Programming prices, aided by mag- 
netic tape, or Electronicam systems, or by 
sales to international tv, level off and start 
downward. The frenzied competition for 
talent between network power-made ti- 
tans ceases. 

10. Somebody writes the great commer- 
cial and advertisers stop trying to get 
too many sales points in a minute spot. 

11. Daytime television sets in use go 
up due to increased programming. Day- 
time tv prices be reduced to 30% of Class 
A time and take into consideration the 
fact that women are too often not watch- 
ing tv but only listening—so why pay 
tv prices for radio listening? 

12. Stations begin putting in adequate 
projection equipment so that expensive 
commercials are not penalized by inferi- 
or projection. 

13. New personalities, new writers and 
new producers be enouraged and given 
a chance to add a touch of freshness to 
tv programming. 


ws 14. Free loading advertisers, giveaway 
plugs, airline trip merchandisers and 
phony awards be forced to get off the 
backs of legitimate tv advertisers. 

15. Double spotting and over-commer- 


terms.” 


cialization of the interval between pro- 
grams be sharply reduced. 

16. New and better scientific tools be 
made available to minimize the risk of 
television—especially in the selection of 
new programs. 

17. Agency television billings be brought 
into balance with other media, and de- 
partments reorganized to meet changing 
conditions with a unity that treats the 
medium with maturity. 

18. The networks elect, appoint or in- 
vent a diplomat with portfolio and au- 
thority who can talk with clients and 
agencies on a direct, friendly, coopera- 
tive plane—and then get something done. 

19. The secret agreements and multiple 
options be banned and a first come, first 
served policy prevail. 

20. Advertisers and program producers 
be increasingly aware of their responsi- 
bilities upon entering the homes of Amer- 
ican families and that questionable mate- 
rial be edited out. 


® The grave responsibilities of molding 
opinion—especially in the minds of chil- 
dren—must be reckoned with, and abso- 
lute impartiality, objectivity and multi- 
lateral viewpoints be presented. 

Without a doubt television, as it comes 
of age, will achieve a new dignity and 
dimension. Maybe not in 1956, but soon. 
And so to sleep again—perhaps to dream 
of less electronic, but more pleasant 
things. 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

A recent correspondent complains to 
AA that department store advertising 
lacks originality and individuality. Too 
much sameness—there is little effort to 
be different. This plaint is appropriate 
to mention as a New Year starts—and 
full 15 years after inflation came to the 
rescue of many department stores. 

When one’s creative efforts are crit- 
icized, it is hard not to dander up. But 
if department store personnel would 
look at the larger picture, they would 
see they are part of a general pattern 
it would be highly desirable to alter. 

Department store business through 
the ’30s was tough. What wasn’t? Prof- 
its of the stores reporting to the Har- 
vard Bureau of Business Research av- 
eraged 2.44% net annually before taxes, 
10 years 1930-39. Many stores were 
hard pressed to survive. Then came 
war and inflation. 


s Despite burdensome taxes in the ’40s, 
the same stores netted 3.98% net annual- 
ly after taxes (8.56% before). These big 
profits were made for the most part 


‘ with stores understaffed and under- 


equipped for greatly expanding volume. 

More recently, expenses have risen 
steadily and profits have declined. Vol- 
umes have increased greatly; as much 
as the general economy or more. Every 
store has such a burden of fixed ex- 
penses, and so grave a problem to equal 
last year’s business, there is small time 
or talent left over to experiment, to 
improvise, or to venture something new 
and different. 

Department store organizations are 
apt to be ingrown and tradition bound. 
The amount of detail required to op- 
erate a great store is stupendous, over- 
whelming. It is a business of detail. 
Precisely as it takes more energy to 
turn a very heavy truck than to hold 
it to the straightaway—a store! 


@ Like a glacier a department store 
moves in the lines of least resistance. 


Several thousand to ten thousand or 
more people are doing today what they 
did a year ago, five years ago, ten years 
ago. Almost all of the more intelligent 
of these people are overburdened with 
more work than can be done in work- 
ing hours. 

As a consequence, there is only one 
kind of new idea that’s easy to apply 
in a big store—one that simply hitches 
onto present procedures. People are too 
busy, hours are too crowded, daily rou- 
tines too established, approaches too 
rutted, for change. 

An idea that might be profitable to 
the store for the future—one that re- 
quires a new set of relationships, a rea- 
lignment of functions, a turning aside 
from all-consuming present routines— 
is apt to get short attention. A glacier 
isn’t easily induced to change its course, 
no matter what it might pick up by 
doing so. 


@ In some great stores, particularly 
with absentee ownership, managements 
may be tired, and inclined to penalize 
future profits for today’s. Pensions and 
retirement plans are based on today 
and yesterday, not tomorrow, when 
other managements will be in the sad- 
dle. It is in the field of sales promotion, 
sales management, that this inertia im- 
poses the heaviest penalties on great 
stores. 

Stores will re-do departments, mod- 
ernize floors, install necessary air con- 
ditioning and escalators (while business 
goes on as usual), they will man a new 
branch (which soon becomes irremedi- 
ably part of the slowly rolling tradi- 
tion). But I have never heard of one 
that started from scratch and rede- 
veloped all selling functions in line 
with selling’s fullest body of truth. 

If a department store’s best selling 
talent isn’t suffering from the trade 
disease of thought-inbreeding, it is— 
on the other hand—caught like a fly 
in the unavoidable molasses of “aver- 
age expenses” that must not be violated 
for mere profit’s sake. 

Where is a store that has modernized 
its selling to accord with its presumed 


a model of telegraphic simplicity, and an excellent advertisement in every respect. 
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characteristics as a “machine” for the 
sale of merchandise profitably? 

Perhaps this will be done only when 
some big, not publicly owned store goes 
outside its own field and employs some- 
one of real stature, perhaps from a 
dynamic unit of industry, who can re- 
state the department store selling prob- 
lem. 


® With a new, entirely different or- 
ganization chart, new levels of appreci- 
ation for creative selling through sales- 
men and advertising, with a different 
emphasis on the qualifications for key 
personnel, and a willingness to sub- 
ordinate internal functions to the grand 
objective instead of vice versa, perhaps 
a big store could achieve a new kind 
of profitable future. 

Tests prove that department store top 
executives compare very favorably in 
intelligence with industry’s top execu- 
tives. But I believe a good percentage 
of the industrial executive’s intelligence 
is apt to be put against selling. Not so 
in store business. Top store executives’ 
time and intelligence are devoted to 
keeping the big jigsaw puzzle to- 
gether. They are not equipped to im- 
prove results from sales expense dol- 
lars. Most advertising and promotion 
men in store business have inevitably 
become part of the glacier. It is un- 
likely they will be able to change its 
course. 
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Department store advertising is in 
some cases good in view of the time, 
talent, and money devoted to its crea- 
tion. Generally it is not. Management, 
and then buyers, are equally to blame 
with promotion people. To alter the 
involvements and the vicious circle re- 
quires strenuous effort. 


@ The portions of three ads above 
came from three widely separated stores, 
coast to coast. They have no significance 
as individual ads. They and their weak 
fellows are legion. They are simply 
representative of much retail advertis- 
ing from big stores. 

The pallor of death is upon them. They 
came stillborn out of outworn and long 
since inadequate routines for moving 
department store merchandise in vol- 
ume, most economically. Two of them, 
nevertheless, probably did well. Hence, 
stores never learn in the ordinary course 
of events how much better they might 
do. 

Today, big circulations, big public 
buying power, and special prices, in 
various relationships, make weak ad- 
vertising acceptable to managements 
and to ad creators. 

1956 will probably see no great 
change. But when the squeeze of some 
recession comes, department stores will 
painfully scramble for selling improve- 
ment, and bleed terribly while they 
learn their tough new selling lessons. 


Just Looking... 


Someone has observed—I think it 
was Lionel Trilling—that, in this 
country, money is greatly admired, 
but not the making of money. 

Mr. Cash McCall has also expressed 
himself with characteristic incisiveness 
to the same effect. 


® If this is so, perhaps we have here 
an explanation of the dim view a good 
many people take of the advertising 
business. 

Not only do advertising men make 
quite a lot of money, but they do it in 
rather perceptible ways. Beating the 
drums in the market place is not cham- 
ber music. 

This can’t be avoided, of course. But 
that’s no comfort to the poor adman 


By Walter O’Meara 


who may be a modest, self-effacing 
chap yearning only for seclusion and 
anonymity. 

The fact that this modest and self- 
effacing chap (maybe a copywriter 
or junior account executive) makes 
more money in six months than an 
engineer, newspaper man, novelist or 
college professor does in a year, hardly 
helps matters, either. 

“Men will sometimes jealous be,” 
saith the poet. 

So perhaps we may resign ourselves 
to the thought that we are caught be- 
tween a passing quirk of the American 
mores and a fundamental defect of 
human nature, and let’s not worry 
about it. 

That’s if anybody does. 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Further Reaction to Business Paper Ethics 
and a Roundup of Wallach Letters 


To the Editor; I have noted 
with great interest your editorial 
in the Dec. 5 issue of ADVERTISING 
Ace. I want to congratulate you on 
giving this matter attention 
your fine publication. 


I attended the t.f. Club luncheon | 


and heard a very fine speech giv- 


en by Karl Ewerhardt, advertising | 


manager of the Leschen Wire Rope 
division of H. K. Porter Co., and 
enjoyed also the talk given by Lee 
Ashlswede of the Arthur MacDon- 
ald Advertising Agency. Both gave 
good talks, and I am sure that the 
t.f. audience enjoyed their com- 
ments. Third on the program was 
Philip Wallach, the director of 


in | 


public relations and advertising of | 


the H. K. Porter Co. I was a bit 
disturbed at the very outset of Mr. 
Wallach’s speech, because I felt 
that he was approaching us with a 
chip-on-the-shoulder. The further 
he got along in his talk, the more 


convinced I became that he was in| 


an antagonistic frame of mind in- 
sofar as the business press is con- 
cerned. 

Afterward, I had the opportu- 
nity of visiting with Mr. Wallach, 
stating that I couldn’t agree with 
his comments about the business 
paper press and its integrity. I 
mentioned to him that in almost a 
quarter of a century of activity in 


the business paper field, I felt that 
I was in as clean a field as a man 


| can get into. Personally, I feel that 


Mr. Wallach has made these com- 
ments based on too little experi- 
ence in the business paper press, 
he having admitted himself that he 
has worked with it only about a 
year. 

I am happy that you picked up 
this story and gave attention to it 
in your editorial columns. But I do 


want to correct the records and| 


mention to you that Mr. Wallach’s 
talk did not go unchallenged. As a 
matter of fact, Jack Johnson of 
Advertising Requirements was 
present, and Jack sided with me. 
Whether it was advantageous or 
not, I want to correct the record. 
At least two men, that I know of, 
in the business paper press did di- 


EDWARD S. TOWNSEND CO. 


on January 1, 1956, our 30th anniversary, 


the company name will be changed to 


Townsend, Millsap & Co. 


PUBLISHERS’ ADVERTISING REPRESENTATIVES 
SAN FRANCISCO AND LOS ANGELES 


J CHANGE is being made in recognition of the fine work 
done by Merton E. Millsap, Manager of our Los Angeles office. 

This also presents us with an opportunity to express our 
appreciation to our publishers, seven of whom we have rep- 
resented continuously since we opened for business back in 


January, 1926. 


We are proud, too, of our growing list of Pacific Coast ad- 
vertisers; and to them and their agencies we would like to 
express our thanks. 

Office addresses, phone numbers, personnel, remain the 


same, 


SAN FRANCISCO 4 
SUrrer 1-7971 


110 SUTTER STREET 


ANNOUNCES 


TOWNSEND, MILESAP & C0. 


Publishers’ Advertising Representatives 


672 SO. LAFAYETTE PARK PLACE 
LOS ANGELES 57 


DUNxrrK 3-1211 


rectly challenge Mr. Wallach’s 
comments. 
Cy PERKINS, 
Western Manager, The Petrol- 
eum Engineer, Chicago. 
7 

To the Editor: When I read the 
lead article in the Nov 28 issue of 
ADVERTISING AGE in which you re- 
ported the speech made by Philip 
Wallach at the t.f. Club in Chicago, 
I wanted to take pen in hand and 
write an explosive reply to Mr. 
Wallach for his ridiculous state- 
ments and to you for permitting 
such a speech to be printed on the 


front page of your fine newspaper. | 


I am glad I waited because I 
was rewarded with your excellent 
editorial in the Dec. 5 issue en- 
titled “‘Weakening Ethics,’ or 
Headline Hunting?” Having spent 
the past ten years in an advertis- 
ing capacity with one of the large 
corporations in Pittsburgh, I am 
closely related to all publications, 
salesmen, managers, and editors 
calling in that area. Frankly, I 
cannot recall having had an ex- 
perience even close to what Mr. 
Wallach talks about. 

I have found that the industrial 
publications carry on their adver- 
| tising and their editorial activities 
on two separate planes; and even 
though many times I was disap- 
pointed because of lack of edi- 
torial coverage on what we thought 
was sensational news, 
respected their decisions and integ- 
rity. 

I think a vote of confidence is 
due the industrial press in sup- 
port of their continuing fine edi- 
torial ethics and that individuals 
who strike out with such outland- 
ish statements should be ignored 
rather than put on front pages of 
our trade papers. Thanks for a fine 
| editorial. 


Epwarp A. More, 
| Advertising Manager, 
| Formica Co., Cincinnati. 


The 


io 

| To the Editor: Thanks for your 
prompt reply to my letter. I am 
keeping a tabulation of letters, 
phone calls, etc., which I have 
received here and at home. So 
far this is the score: 
| Approving what I had to say without 

qualificati 4 
Generally 

qualifications 
| Nen-committal or on both sides of the 
pisapproving genccalip tat with mince 
approval 4 
| *Disapproving I 1 
*Exclusive of ADVERTISING AGE’s 
'editorial comment. 
| The mail has been very surpris- 
ing to me. By the way, most of the 
|favorable comments have been 
|from publishers or editors in the 
‘larger chains, including top people 
‘at Conover-Mast, Putman, Chil- 
|ton, and McGraw-Hill. 
Puitre C. WALLACH, 

H. K. Porter Co., New York. 


Checks Creative Man 
_on Model T Details 

To the Editor: It’s fun to do nit- 
picking on The Creative Man, 
whose corner in my favorite ad 
mag is often irritating but always 
stimulating. So, while I cannot 
take issue with his larger conclu- 
sions on the subject of the Cadil- 
lac ad (Dec. 19, 1955), I am de- 
lighted to reach the inescapable 
conclusion that the man must be 
gifted, like Superman, with x-ray 
vision. How else could he so vivid- 
ily recall “the gas tank, like an 
| oversize can of beans,” standing out 
|as a visible feature of the Model T 
| Ford? For, from time immemorial, 
the gas tank on the Model T re- 
posed underneath the front seat, 
out of sight and mind except when 
refueling was required. 

We might let the man off the 


approving but with miner 
i 


must have been thinking of either 
an acetylene generating tank, or a 
Presto-Lite container filled with 


I always | 


hook with the conclusion that he! 
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already blocked that avenue of es- 

|cape with his reference to “the 
| kerosene headlamps.” My own re- 
call of the first Model T’s is not 
needle-sharp; but I do not be- 
|lieve any of the breed every used 
kerosene headlamps. Side-lights 
and tail-lights, yes; but the big 
lights in front were customarily 
acetylene-fueled, up to the advent 
| of the series-wired electric head- 
lights, around 1917. (Brightest of 
'all, when you’d race the engine— 
| remember? ) 

WILLIAM H. McDANIEL, 
McCormick-Armstrong' Co., 
Wichita, Kan. 
” 
Limericks? Nix 

To the Editor: Unless I miss 
my guess, Commander Whitehead 
will be looking for a new agency 
soon—or ‘Schweppes will be look- 
ing for a new market. 

AA, to its admirable credit, is 
often responsible for exposing 
|some of the unsavory aspects of 
|advertising. I feel the enclosed 
Schweppes ad is another such ex- 


| 
| er : - 
The first in an interminable serics 


I sat next to the Duchess at tea; 
It was just as I feared it would be, 
Her rumblings abdominal 
Were simply phenomenal, 
And everyone thought it was me! 


P:S. You con't miz on avthentic Gen-and-Tome uithovt 
the one-and-only Schueppes Quinine Water 


ample of how some advertisers hit 
new lows in coarseness and stupid 
taste. 

If this type of campaign boom- 
erangs to cause a sharp drop in 
Schweppes’ sales, it will, to my 
mind, be no more than they de- 
serve. 

Lou KASHINS, 

Lou Kashins Advertising, New 

York. 

* e + 


Burnett's Observations Are 
Benefit to Profession 

To the Editor: You are to be 
congratulated on Leo Burnett’s 
splendid article in the Nov. 7 is- 
sue. 

At last, a man with a practical, 
working knowledge of the creative 
end of this business has come up 
with an honest appraisal of its 
requisites. Given the widespread 
readership such instructive obser- 
vations deserve, our profession will 
benefit greatly from Burnett’s 
work. 

JouHN P. GILBERT, 

Chairman, Gilbert & Tormey 

Associates, Miami, Fla. 

* * « 


‘Creative Man,’ or Critic? 

To the Editor: I thoroughly 
agree with your newest Creative 
Man that the rear end of an auto- 
mobile, no matter how ugly, 
should not be the determining fac- 
tor in a decision to buy it. 

I thoroughly agree with your 
newest Creative Man that the au- 
tomobile industry, having run out 
of other new sales points, is en- 
gaged in an all-out battle to see 
who can make the ugliest rear end 
and exploit it the most. 

I thoroughly agree with the in- 
timation by your newest Creative 


|Man that a person will buy the 
jugliest rear-end available, so that 
acetylene gas for the headlamps,|everyone will know that he has a 
that dwelt on the running board|1956 car. (Curious! 
of the early Model T. But he has| 


...the vanity 
of a person showing off an auto- 
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= mobile to a public who never! be interested in knowing that it | appeared an interesting article by tury Dictionary. have better luck in the pages of the 
e heard of him, doesn’t want to) has been our policy to pay double Kenneth Butler entitled, “Copying! In this situation, there are two Southwestern Bottler. Their artist, 
_ know him, wouldn’t care what|fees for double-jointed models, Machines are Wonderful in the Ad | puzzling elements. Why didn’t the| apparently, is on loan from an 
ot kind of car he drove if they hap- | giving our clients a double return Department.” Since the type of McCall’s copywriter glance at a agency specializing in department 
“ pened to meet him.) |for their investment! |machine Mr. Butler discusses dictionary before he asserted in store fashions. 

d What I do not agree with is AA's | Harvey A. Rossins, | would clearly include our Verifax large type that he had made a new Rosert HURLEY, 

Ss stubborn insistence in labeling an| Account Executive, Alfred Copier, I would like your permis- word? And why, even if “together-| Michel-Cather Inc., New York. 
g excellent critic a Creative Man.) Silberstein, Bert Goldsmith, sion and that of the author to re- ness” were a genuinely new word,| P.S. This letter expresses my 
y Last time I tackled you on this| Inc., New York. print this article in our “Verifax would anyone wish to be blamed | opinion and has nothing to do with 
it cs subject, you came up with an ° e e Dealer Bulletin.” We will, of for inventing it? |my agency. 

| q explanation as lame as the rear course, make it clear that Mr. But-| This entire campaign by Mc-)| 

sf end of a 1956 car. Okay. Maybe the Paper Cap Did the Sealing ler undoubtedly had other makes |Call’s strikes me, ee le Ay as| 

na Creative Man is creative in private| To the Editor: The writer of of photocopying machines in mind | exceptionally repulsive, mingling | 

life. | The Creative Man’s Corner in your and was not referring to the Veri-| as it does injunctions to believe in ITORIAL ENTER? 

In AA, of which I’ve received! Nov. 7 issue missed an interesting fax Copier specifically. God and to buy space in McCall’s TERR RISE 
every issue ever published, your| and amusing point. The advertise- P. H. REED, because it aids the sales of “ty, | VIRGINIA CITY, NEVADA 

Creative Men have always been| ment criticized was one promoting, Advertising Department, East- | toothpaste, table lamp.” Moreover, | Largest Weekly Paper Ip 

excellent and stimulating critics,| glass containers vs. paper contain- man Kodak Co., Rochester, if McCall’s claims are as far from | The Entire American West 

but WHY do you call the Critic’s| ers for milk. The head was “Safely N.Y. reality as the families they depict | (ABC Audited — Now Sectartan) 

Corner the Creative Man’s Corner? | Sealed” and the picture shows how | its advertisers would probably 
; And please don’t print a lame|the milk bottle was safely sealed | e e e 

excuse. The Creative Man should |—with a paper cap. la ’ 

y be creative, or else you should} Joun C. W. EvANs, | Togetherness Questioned Y : 
- change his title. Editor, Paper Trade Journal, | To the Editor: McCall’s maga- ov may oy ont in gay names on your 
Joun 8. Basnows New York. ‘zine stated in ADVERTISING AGE pereeee tame — only as required. 
s John S. Barrows Advertising es a few months ago that they had ag stere your a Pn gn overprint 
g Denver. , ° bd e coined the word, “togetherness.” - Say & ip _as_ncoded. 
f @ Okay, we'll try again: He’s a| Eastman Reprints Butler a een, Seen IMPRINTING — OVERPRINTING 
d critic all right, but he discusses the| To the Editor: In the Nov. 7 is- ness, n., the state of being in con- CHesapeake 3-2050 
- creative phases of advertising| sue of ADVERTISING AGE on Page 78 | junction”—Funk & Wagnall’s Cen- Sersen’s IMPRINTING, INC. 17 N. Loomis St. CHICAGO 7 


writing. Also, he writes the col- 
; umn, which in itself is a creative 
operation, even though what he 
creates is criticism. We would ask 
if this makes you any happier, Mr. 
Barrows, but we’re afraid we know 
the answer. 


AA Material Gets 
Further Circulation 

To the Editor: We are greatly 
impressed by the editorial “Some 
of the Old Saws Still Saw” which 
appeared in the Oct. 31 issue of 
ADVERTISING AGE. 

We would like to further drive 
home this message by reprinting 
this editorial for distribution to all 
Piel Bros. employes. 

May we have your permission 
to reprint this editorial? We in- 
tend to accompany it with a short, 
pertinent message of introduction 
which will appear over the name 
of our president, H. J. Muessen. 

HaROLpD W. MASTERSON, 

Assistant Director of Advertis- 

ing, Piel Bros., Brooklyn, 

N. Y. 


To the Editor: I am writing you 
at the suggestion of Vincent Shal- 
low, regarding the piece in your 
Nov. 7, 1955 issue, “Tips for the 
Production Man.” 

One of our clients, Fairfax Photo 
Products Inc., wishes to make 
photo copies of the story and F 
utilize them as mailing pieces to a - 
list of agency production men. ° 
Rosert M. Marks, k f 9 

mummers | Looking for coverage?... 


Co., New York. 
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To the Editor: In reviewing the | oo k to w - I 
ADVERTISING AGE issue of Aug. 22, f m y t Vv: 
1955, a most interesting article on 


dealer mats appeared in “Tips for Make increased sales in the Prosperous Piedmont your New Years’ 


: ee Peatastion Man” in the Fea- resolution for 1956. And the best way to keep this resolution is with 
ure on. 3 * . . . 
Gems helen” Ss -teinieties WFMY TV tee basic CBS for the entire Prosperous Piedmont section of 
which specializes in the prepara- North Carolina and southwest Virginia. 
tion and production of newspaper : “2 ae 
| mats, I feel that this excellent ar- = Ryser g with hie ee sere of Pome $4 oon than 2 million 
ticle should be read by every ad- pie in 1S county industrial gold-mine, e gives you cover- 
vertising agency and manufacturer age no other station dares claim. WFMY-TV is the only station that can 
| “a Pn Meryem, Fem wares spread your sales message over this entire $2.3 billion market. 
: poe Bien, Fp emanate Bi = Pe To ring out the old, to bring in newer, even greater profits, call your 
— connate athe with, of aan, H-R-P man today for the full story of WFMY-TV’s coverage of the 
_ @ credit of its appearance in AA. Prosperous Piedmont. 


May I have written permission 
to reproduce the article? 
LEON SCHWARTZ, 


Matmakers Inc., New York. 
| ys UTimmw=-cVv 


| Double All the Way 
} To the Editor: Regarding the let- 
) ter from M. F. Williamson, v.p. of 


| Roche, Williams & Cleary, ap-| 


| pearing in your Dec. 12 issue, in! 

) which he wonders about the GREENSBORO, N. C. Now In Our 
}  double-jointed abilities of the Represented by Seventh Yeor 
| model we used in the Marvella ad, Harrington, Righter & Parsons, Inc. 


I think that Mr. Williamson would New York —- Chicago — San Francisco 
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Corbett Leaves Alexander 


Ed C. Corbett, assistant to the! 


president and national sales rep- 
resentative of Alexander Film 
Co., Colorado Springs, with head- 
quarters in Chicago, has resigned, 
effective Jan. 1, to become a man- 
ufacturers’ representative for five 
midwestern and eastern business 
furniture companies. Mr. Corbett 
will represent the five companies 
in Texas, Arkansas, Louisiana and 
Oklahorna from Dallas headquar- 
ters. 


Linotype Develops ProType 
ProType, a new machine for set- 
ting display and headline type 
photographically, will be distrib- 
uted exclusively by the Mergen- 
thaler Linotype Co. and its sub- 
sidiary, Davidson Corp., both of 
Brooklyn. The new machine is 
about 2’ square and 20 Ibs. in 


~ weight, and, according to Mergen- 


thaler, “...is the only such device 
that combines a wide variety of 
faces and sizes—10,000 available 
currently.” 


How Armstrong 
Cork Company uses 
businesspapers 

to gain position 

in anew field 


Bond metal te metal 
withows heat or pressure 


en 6 6—onmee | (a 


OBJECTIVES: (1) To give facts 
about new Armstrong industrial 
adhesives and encourage wider 
use of existing products. (2) To 
create recognition for Armstrong 
as a major producer of industrial 
adhesives. 


SCHEDULE: Black & white pages 
in two business publications. 


RESULTS: ‘Advertisements in 
this series have drawn up to 1,515 
inquiries, without a coupon or 
other inquiry-attracting device. 
Brand recognition surveys con- 
ducted both before and after this 
campaign had run prove that 
Armstrong, although a relative 
newcomer in this field, already is 
ranked as one of the leaders.” 


AGENCY: Ratten, Barton, 
Durstine & Osborn Inc. 


te 
= building better 5 
3 businesspapers... <« 
> better businesspaper BA 
¢ advertising “s 


THE ASSOCIATED 
BUSINESS PUBLICATIONS 


Founded 1906 


| ARMED AD—For the first time, ac- 
|cording to United Artists, a single 
design will be used in all displays 
| promoting a movie. The stylized 
arm shown in the ad here sym- 
| bolizes, of course, “The Man with 
the Golden Arm.” 


Scarcity of Admen 
Is Forecast for ‘56 


New York, Dec. 27—“Profes- 
| sional-level advertising and public 
relations personnel will become al- 
‘most as scarce as top-notch en- 
| gineers by the end of 1956. 

| “As a result, salaries will climb 
|toward a point almost justifying 
| the popular fantasy that advertis- 
ing men dine exclusively on pheas- 
ants’ breasts.” 

These predictions were made in 
a year-end statement released by 
Edwin B. Stern, head of Career 
Guides, marketing personnel spe- 
cialist. 

“In 1956,” Mr. Stern said, “an 
additional 7,857 men and women 
| will be needed by national and re- 
| tail advertisers to join the 224,604 
|already creating and administer- 
ing the almost $9 billion worth of 
advertising. 

“During the past five years,” he 
said, “the country’s investment in 
eae has jumped 53%. 


® “It is therefore safe to assume,” 
Mr. Stern assured his clientele, 
| “that next year again, more adver- 
| tisers will be putting even more 
| money into their appropriations, 
with 34%% of the anticipated dol- 
lar rise going to personnel and 
|3%% to higher media costs.” 


-Masland Carpets Chooses TV 
as Sole Consumer Medium 

| For the sixth consecutive year, 
|C. H. Masland & Sons, Carlisle, 
| Pa., rug and carpet manufacturer, 
will use television as its sole con- 
|sumer medium. The company will 
continue with the Garry Moore 
|Show on the full CBS network 
|every other week during 1956, but 
| will shift from Wednesday to Fri- 
day, the show’s highest-rated time 
period. 

As for the trade, Masland has 
scheduled full pages on a frequen- 
cy basis in Floor Covering Profits, 
Floor Covering Weekly, National 
Furniture Review and Retailing 
Daily. “Kissin’ Cousin Colors” 
will be the 1956 slogan for the 
theme, authenticity of color. An- 
derson & Cairns, New York, is the 
agency. 


Two Join Screen News 

| Ted Abrams has been appointed 
‘director of public relations and 
|advertising for Associated Screen 
News Ltd., Montreal, succeeding 
Ken V. Cooper, who has resigned. 
|Mr. Abrams was formerly associ- 
lated with U.S. and Canadian ad- 
| vertising agencies. John Alexander 
has been named ASN theater rela- 
tions manager in charge of all 


‘handled by Mr. Cooper. 


|Cyanamid’s New 


Antibiotic May 
Jar Packing Field 


New York, Dec. 27—Now aureo- | 
mycin, the wonder drug, is moving 
|into the poultry processing field. 

Under the trademark Acronize and 
| the aegis of American Cyanamid 
Co.’s fine chemical division, it is | 
being introduced this month as a_| 
new process to retard the growth 
of bacteria that cause spoilage in 
processed poultry. 

Billed as the first new giant in 
the field of processing perishable | 
foods since the advent of quick | 
freezing 25 years ago, Acronize| 
made its trade debut in a Cyana- | 
mid ad in the December Food Top- | 
ics. In January it will be featured | 
|in spreads in the major food re-| 
tailing and poultry processing mag- 
azines. 

For consumers, 3-minute tv 
spots explaining the Acronize proc- 
ess will be coupled with a radio 
spot campaign. Consumer maga- 
zine advertising probably will be 
held in abeyance until the com- 
pletion of extensive market tests 
which are developing a national 
picture of poultry purchasing pat- 
terns. 


® Acronize is a yellow powder 
containing a special food grade 
of aureomycin chlortetracycline. 
When added in minute quantities 
to the ice water tank in which| 
poultry is chilled as it comes off 
the eviscerating line, Acronize re- 
portedly stops the clock on bac- 
terial action. 

Reportedly it requires little 
change in present processing pro- 
cedures and does not affect the 
color, odor or taste of the poultry. 

In tests by American Cyanamid 
it was found that poultry dipped in 
the Acronized solution and then 
packaged and stored under com- 
mercial refrigeration could not, 
even after two to three weeks, be 
distinguished by taste or appear- 
ance from fresh-killed birds. 

As Acronize is quickly destroyed 
by cooking, none of it will be con- 
sumed with cooked poultry, the 
company stresses. 

The new process will be pro- 
moted on a franchise basis, and 
the company reports it will grant 
franchises only to processors who 
meet rigid standards of quality 
control “to guarantee clean birds 
and clean plants.” 


® Every Acronized bird will car- 
ry an identifying label. “A badge 
of identification—not a brand, if 
you please, but rather a symbol of 
quality,” Cyanamid insists. 

Acronize is the first antibiotic to 
be accepted by the Food & Drug 
Administration. So far it has been 
authorized only for poultry, but 
the company hopes it soon will be 
okayed for red meats and fish. 
An Acronize process for beef al- 
ready is commercially available in 
Colombia. 

The company expects antibiotic 
processing to give a new look to 
the meat packing industry. For 
example, prepackaging at the proc- 
essing level now is a definite pos- 
sibility, it is believed. Heretofore 
this has been impractical, because 
putting a bird in a wrapper is 
equivalent to putting it in an in- 
cubator, with bacteria multiplying 
at an accelerated rate. Now with 
antibiotics retarding bacterial 
growth, packaging need no longer 
be done at the retail outlet, but 
can be handled more efficiently 
and more economically at the proc- 
essing plant. 


Anmoune! 


...0 history-making 
advance in poultry processing 
and distribution ! 


ACRONIZE eteeres yes Seuher pewithy at poser of cate 


ACRONIZE iret yee aoe eppertenities in pre packaged ond ey packed pouty! 


Advertising Age, January 2, 1956 


Acronize 


2” — 


The eg eee le pontry & Acmonnne! This pouty ill semate fesh longer, and be anew 


re 


Se eee ee ee ee ee 


ANTIBIOTIC BIRDS—In two-color spreads like this one in Chain Store 
Age, Progressive Grocer and Super Market Merchandising, Amer- 
ican Cyanamid Co.’s fine chemical division tells food men about 


Acronize, its aureomycin product 
teria that cause poultry to lose 


that “retards the growth of bac- 
freshness.” Geare-Marston, New 


York, is the agency. 


Less expensive methods of trans- 
portation may be possible, and the | 
consequences of delays in ship- 
ment may be less. 
The new’ process even brings 
good news for whale meat eaters. | 
If experiments now under way are | 
successful, “it is quite possible that | 
spoilage of whale meat can be ma- | 
terially reduced, and whale meat 
can be of great economic import- 
ance,” the company prophesies. 


Sparks-Withington 
Will Stop Making TV. 
Radio Sets in U. S. 


Jackson, Micu., Dec. 27—The 
Sparks-Withington Co. has an- 
nounced that it will discontinue 
the manufacture of radio and tele- 
vision sets in the U.S., effective 
Jan. 1. 

The company directors decided 
to stop making the sets after a 
eareful analysis of all factors 
which had resulted in continued 
operating losses of the domestic 
television receiver division. A 
number of other small tv manufac- 
turers have found it desirable to 
drop from this competitive field in 
the last 18 months, the company 
said. 

Sparks-Withington will continue 
to expand its engineering, sales 
and distribution of radio and tv 
sets at its Canadian plant where it 


has operated since 1930. The com- 


pany, which has electronic devel- 
opment and production contracts 
for military work, also will contin- 
ue in the electronic remote controls 
field. 


Hoving Says ‘No’ to 
Bulova Bid for Tiffany 

Bulova Watch Co.’s bid to pur- 
chase Hoving Corp.’s interest in 
Tiffany & Co. has been declined, 
Walter Hoving has announced. Mr. 
Hoving, who is president of Hov- 
ing Corp. as well as chairman of 
Tiffany, said a clause in the pur- 
chase agreement between Tiffany 
and Hoving Corp. prevents such a 
deal. 

Hoving Corp. owns 51%% of the 
outstanding Tiffany shares; Bulova 
owns about 25%. 


Canadian Rate Goes Up 

Time’s Canadian edition will 
increase its rate to $1,265 a b&w 
page beginning May 7, 1956. Cur- 
rent advertising rate is $1,155. Wil- 
liam Honneus, advertising director, 
said the new rate is based on a net 
paid range of 165,000 to 175,000. 


FREE SAMPLE—New Scissors and Paste” 
Pot art service by the originators of cre- 
ative layout devices. Get your copy of 
the new monthly Clipper—all new in 
size, format, content, ideas — sample, 
yours to use without cost. Sensational 
in offer. No obligation — no 
salesmen. Address: Multi-Ad Services, 
Inc., Box 806A, Peoria, Illinois. . 


li 


you have ever 
visited our plant, 
or seen our color 


“THE PICTURE'S THE 


goes into making 
for America’s 


advertisements. 


® The entire subject of transpor-| 
tation can be reevaluated too, the | 
company believes, since it will be) 


distant markets than heretofore. 


CHICAGO 6, 


fine photoengravings 


most distinguished 


movie, 
THING,” 


you know how much 
hand craftsmanship 


COLLINS, MILLER & HUTCHINGS, INC. 


333 WEST LAKE STREET, AT WACKER DRIVE 


ILLINOIS 


letterpress « gravure 
205 East 42nd Street, New York 17,N.Y. | trailer sales, a post also formerly | possible to ship perishablestomore AMERICA'S FINEST PHOTOENGRAVING PLANT 
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Phil Lennen, 68, 
Creator of ‘Cough 


in Carload,’ Dies 


New York, Dec. 27—Philip W. 
Lennen, 68, who came out of the 
mail order business in Chicago to 
become one of the most successful 
agency entrepreneurs and a noted 
creative man, died here Dec. 23 
at Harkness Pavilion. He had suf- 
fered a number of heart attacks in 
recent years. 

As head of Lennen & Mitchell 
and subsequently chairman of the 
board of Lennen & Newell, Mr. 
Lennen supervised some of ad- 
vertising’s memorable campaigns. 
Among them were “Pieces of 
Eight,” which revolutionized the 
silverware business when it was 
executed for International; “Not a 
Cough in a Carload,” which Len- 
en wrote for P. Lorillard and 
which still turns up on surveys as 
if Old Gold were still using it, al- 
though it hasn’t appeared in a 
couple of decades, and the use of 


testimonials by debutantes and ® Im 1952, Mr. Lennen made ad-_ 


Hollywood stars for Woodbury. 
Actually, Mr. Lennen’s career 


Philip Lennen 


| In the fall of 1946, Robert W. 
| Orr and a group of people who had 
worked on the Woodbury-Jergens 
| or left the agency. Mr. Len- 
|nen was bitter about the loss—he 
|claimed the accounts had grown 
from $75,000 to $5,000,000 in L&M’s 
care. But he became reconciled 
over the years. 


vertising news when he reorgan- 
|ized his agency to include a group 


embraced most of the modern his-|°f executives headed by the late 


tory of advertising. He was hired) H. W. Newell, who had been a 
at the tender age of 15 to become a | P@rtner of Geyer, Newell & Gan- 


copywriter for Dr. C. I. Shoop, who | 8°?- In Mr. Newell, Mr. Lennen 


JOSEPH MEHR 

New York, Dec. 27—Joseph 
Mehr, 67, former v.p. and director 
of Conover-Mast Publications, 
died here yesterday. He had re- 
|tired from Conover-Mast in 1951, 
after 24 years with that company. 

Mr. Mehr, who served as a war- 
rant officer with the coast artillery 
in World War I, joined the Engi- 
neering Magazine Co. as a copy- 
writer after the war. Later he 
joined McGraw-Hill, and in 1927 
he moved to Conover-Mast as a 
space salesman. 

A 1911 graduate of the Sheffield 
scientific school of engineering at 
Yale, Mr. Mehr also had attended 
the University of Pittsburgh. He 
was a member of the Advertising 
|Men’s Post of the American Legion 
and the National Industrial Ad- 
vertisers Assn. and a former mem- 
ber of the Wings Club. 


EDWARD B. NOLDEN 

Cuicaco, Dec. 27—Edward B. 
—— 58, veteran of the agency 
and publication business here, died 


43 


Arkansas, the old Asia magazine, 
Small, Brewer & Kent, newspaper 
representative, and Scripps-How- 
ard. Most recently he was with the 
Bodine Electric Co. 


INTERVIEWING anywhere! 


USIC'’s nationwide field organiza- 
tion provides you with fast, efficient 
service on any marketing or opinion 
research project—regardless of 
scope, location, or content. All in- 


| Dec. 12 in St. Luke’s Hospital. He 
formerly was associated with H. 
| W. Kastor & Sons, Leo Burnett Co. 
land Erwin, Wasey & Co. He also 
'worked for daily newspapers in 


terviews are: 


Done Right - Edited - Validated 
Guaranteed Useable 


Write for free descriptive brochure 
and field coverage lisi. 


UNITED STATES INTERVIEWING CORP. 
141 W. Jackson Blvd. * Chicage 4, Ill, * Webster 9-4000 
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was selling proprietary medicines | tld reporters, he had found the 
first combination of business han- 


| dling and business-getting talents 
| which had interested him since the 
| death of Jack Mitchell. According- 
ly, Mr. Lennen became chairman 
|of the board (he retired in the 
summer of 1954). Mr. Newell be- 
|'came president. Mr. Newell died 
in 1954, and Adolph Toigo became 
president of the agency. 

For most of his years as an agen- 
cy president, Mr. Lennen was a 
spectacular lone operator in the 
business. He was devoted to in- 
sight, hunch and experience as op- 
posed to research. He loved to 
write copy himself and to get deep- 
ly into the on end of the ad- 
vertising opera‘y/a. 


in Racine, Wis. 


® From there he went into mail 
order, writing copy for A. W. Shaw 
Co., in Chicago. Mr. Lennen always 
regarded as invaluable the train- 
ing he got from Mr. Shaw in selling 
business books by mail. Mr. Shaw 
developed a distinguished alumni 
group—along with Lennen, James 
W. Young, now senior consultant, 
J. Walter Thompson Co.; Edwin 
C. Coxe, now senior v.p. at Ken- 
yon & Eckhardt, and other notable 
admen worked at selling” Mr. 
Shaw’s books. 

From Shaw Co., Mr. Lennen 
went to the Royal Tailors, a com- 
pany specializing in selling men’s 
suits by mail. There he succeeded 
J.T. H. (Jack) Mitchell as adver- 
tising manager. After several 
years, Mr. Lennen switched to Er- 
win, Wasey & Co., which he left 
after 18 months to go into business 
with Mr. Mitchell in New York. 

Why two Chicago-bred advertis- 
ing men picked New York was a 
story Phil Lennen loved to tell. He 
had been dubious about trying to 
put a new agency into the running 
in New York. Mr. Mitchell con- 
vinced him, arguing, “Phil, put 
two men of equal ability into New 
York and Chicago; in ten years the 
New Yorker will have dollars, the 
Chicago man dimes.” 


® So in 1924 the new agency of 
Lennen & Mitchell went into op- 
eration. It met a fabulous recep- 
tion. It began with a single account 
—Peck & Peck—on a $10,000 
monthly retainer. Almost immedi- 
ately the agency successfully solic- 
ited American Tobacco’s Pall Mall 
account and Bauer & Black. 

Mr. Lennen had solicited Bauer 
& Black when he was with Erwin, 
Wasey. He had failed to get it be- 
cause he lost an argument with 
Arthur Kudner (Mr. Lennen had 
wanted to show Bauer & Black 
comprehensives of a proposed cam- 
paign; Mr. Kudner felt agencies 
ought to be hired on reputation). 
But on his own he prepared the 
campaign and sold the account. 

In all, over a three-year period, 
the new agency pitched for 13 ac- 
counts and sold 12 of them. By ’28 
it was billing $12,000,000 a year. 


® In 1930 Jack Mitchell died, and 
for many years thereafter Mr. Len- 
nen was sole boss of the agency. 
In private he often complained 
that he had little talent for dealing 
with clients, that he had much bet- 
ter success in dealing with crea- 
tive problems than with negotia- 


@ As an agency man he had two 
pet sayings: “Find the man’”’—by 
which he meant that a client or an 
agency ought to go out and find 
the most experienced person pos- 
sible to handle an account or create 
ideas for it; and “The gifted prod- 
uct is mightier than the gifted 
pen.” By this he meant that ad- 
vertising cannot instill values into 
a product which are not there, and 
that many an intrinsically valuable 
product has survived mediocre ad- 
vertising. 

He once told a close friend, “I’ve 
been lucky—I never wanted to do 
anything else but write advertis- 
ing, and I’ve written a lot of it, 
and much of it was astonishingly 
good for its time.” He never 
thought or himself as an adminis- 
trator, and he was the despair of 
many capable creative men who 
worked under him, who came to 
the conclusion that only Mr. Len- 
nen would be allowed to have the 
final word on any campaigns com- 
ing out of the agency. 


= Largely self-educated, he was 
widely read and had an impudent, 
sparkling wit in recalling the many 
advertising men he had known and 
the advertising situations in which 
he had found himself in more than 
30 years as an agency man and 
more than 50 years in the ad busi- 
ness. 

After his retirement he had 
planned to write a book dealing 
with advertising—not for the prac- 
tictioner, but for the consumer— 
to show how advertising has bene- 
fited the public. 


RALPH W. BRILL 

San Francisco, Dec. 27—Ralph 
W. Brill, 54, a member of the ad- 
vertising staff of the San Francisco 
Examiner for the last 24 years, 
died Dec. 11 in St. Francis Hospital 
after a brief illness. 
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the Seattle - Tacoma - Puget 
Sound Area, KTNT-TV Carries 
10 of the 15 Top-Rated Shows 


(Pulse, November 1955) 


Now, more than ever, it makes sense to buy KTNT-TV—your best 
TV buy in the Seattle-Tacoma market 


...and what's more— 


Only KTNT-TV Has All Five 


Of all the television stations in the rich Puget 
Sound area, ONLY KTNT-TV covers all five of 
the following major cities in its “‘A’’ contour: 
® Seattle © Tacoma © Everett 
@ Bremerton © Olympia 


CHANNEL ELEVEN 


CBS Television for Seattle, Tacoma, and the Puget Sound area 


316,000 WATTS 


Antenna height, 1000 ft. above sea level. 
Represented nationally by WEED TELEVISION 
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Business Indicator 
Handbook Appears 


New York, Dec. 27—‘‘Measur- 
ing Business Changes,” a new 
handbook of business indicators, 
has been published by John Wiley 
& Sons ($7.95). The author is 
Richard M. Snyder, associate 
economist with E. I. du Pont de 
Némours & Co. 

In its 382 pages, Mr. Snyder’s 
handbook describes and explains 
the more important national busi- 
ness indicators and indexes and 
tells where they can be obtained, 
either directly or in various gov- 
ernment periodicals. The author 
also “takes apart” each measure- 
ment to show its uses and some of 
the misuses to be avoided. 

The newer indicators, such as 
nationa! income and product, are 
included, and recent revisions 
made by government agencies in 
connection with their shift to 1947- 
49 as the statistical base period 
are explained. 

Along with the major govern- 
ment measures, the leading pri- 
vately-sponsored ones are in- 
cluded, in such fields as sales 
volume, commodity prices, 
struction activity, financial activity 
and stock prices. 


N.A.R.D. Promotes Parker 
James R. Parker, formerly west- 
ern advertising manager, has been 


THE WAR BETWEEN THE CITIES—Los Angeles counters a stab from 
Phoenix, Ariz., with pretty protesting pickets shown here. The “Had 


enough?” cartoon bulletin in L. A 
Co. for Ackerman & Rich, 


. is maintained by Foster & Kleiser 


a Phoenix realty company. 


Wide Variations in 
Co-op Ad Policies 
Shown in ANA Study 


New York, Dec. 27—The Assn. 
of National Advertisers has pub- 
lished a revised and expanded ver- 
|sion of “Prevailing Cooperative 


con-| Advertising Practices,” updating 


the one issued in 1953. 

| This 50-page report on current 
co-op ad practices is based on an 
| analysis of 145 individual agree- 
|ments made available to ANA by 
|advertisers in 19 product catego- 
ries. 


promoted to advertising manager | 
of the N.A.R.D. Journal, publica-| The product groups surveyed are 
tion of the National Assn. of Retail| ™@jor appliances, small appli- 
Druggists, Chicago. At the same| @nces, radio and tv sets, household 
time, Robert C. Jackson was ap-| furnishings, food, soap, other gro- 
pointed eastern advertising repre-| C&TY, toiletries, drugs, women’s 


plans (70) specify that unex- 
| pended balances will be cancelled. 


|@ Most of the plans authorize 
funds on the basis of dealer pur- 
chases. There are wide variations. 
For example, one plan offers 1% 
|of jobber purchases; another spec- 
ifies 742% for one product, 10% 
for another product; a third offers 
5% of previous year’s purchases; 
a fourth specifies 28¢ per case for 
newspaper, radio and tv, 10¢ per 
case for handbills. 


e The most frequently used plan 
calls for a 50-50 split of costs be- 
tween manufacturer and dealer. 
However, most of the food compa- 
nies pay 100% of the cost or pay a 
specified amount per unit of pur- 
chases. 


e Many of the plans specify that 


sentative. He formerly was with 
Argosy and Household. 


Smith Advertising Adds Two 

Brad Wright Smith Advertising, 
Cleveland, has been appointed to 
handle advertising for two Cleve- 
land companies. 
Metal Co., manufacturer of engi- 
neered incandescent lighting, and 
Carl Mayer Corp., manufacturer of 
industrial ovens. 


Sor ae : . 
MADE TO YOUR. SPECIFICATIONS 
ALLIE DECALS 2332 HOUGH Ave 


inc CLEVELAND 3, OHIO 


— men’s wear, shoes, paint, 
other building materials, petrole- 
um, automobiles and tires, silver- 
ware, photographic and specialty 
equipment. 

| Such information as the follow- 
| ing can be gleaned from the re- 
| port: 


They are Art 


ie Of the 145 plans, 90 cover ad- 
| vertising only. Of the remaining 


55, 15 cover store displays and 10 | 


cover sales promotion in addition 
| to advertising. 


e A majority (55%) of the plans 
are offered exclusively to retailers. 
| Only nine companies limit co-op 
programs to distributors. In the 
appliance field, distributors and 
dealers are offered co-op plans. 


|e Slightly fewer than half of the 
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only newspaper space will be paid 
for. 


e Fewer than half the companies 
specify that local rates must be 
charged, but 15% permit the na-| 
tional rate. National food mar-| 
keters more frequently permit na- | 
tional rates. | 


e In 15 plans, outdoor advertising | 
cannot be used without specific | 
approval of the manufacturer. 


Formfit Boosts Ad Program 
More Than 10% in 1956 
| Formfit Co., Chicago, plans to} 
| boost its 1956 ad program by more | 
|than 10%, of which a portion will | 
be used for larger-size ads in the | 
big circulation general magazines | 
|and greater emphasis on the com- 
|pany’s line of Skippies girdles for 
the junior figure and Bobbie bras 
and Britches for the teen-ager. 
Formfit’s bra ads will retain the 
company’s “Daytime, Playtime, 
Gaytime” theme, which stresses 
that every woman should have the 
proper bra for various activities. 
A total of 343 daily newspapers 
and 23 major magazines will be 
used during the year. Each of the 
343 newspapers in 137 cities will 
carry five ads in the spring season. 
Promotional material and mats 
will be provided accounts in each 
of these cities to enable them to 
tie in with the national newspaper 
campaign. MacFarland-Aveyard & 
Co., Chicago, is the agency. 


Bendix Aviation Forms New 
Market Research Department 
A new market research and de- 
velopment department directed by 
Crockett A. Harrison has been es- 
tablished by Bendix Aviation 
Corp., Detroit. According to Mal- 
colm P. Ferguson, president, in- 
creased activity in the develop- 


ment of new products made 
necessary the formation of the new 
organization. The company now |} 
manufactures more than _ 1,000 
products. 

Mr. Harrison, who joined the ad- | 
ministrative staff last year, also| 


new products developed by other | 
companies and offered to Bendix | 
for further research in manufac- 
turing and marketing. 


' 
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This Week in Washington... 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Dec. 29—Congress, 
having satisfied its lust for travel, 
comes back for a session which is 
likely to be both stormy and pro- 
ductive. With the Presidential out- 
look uncertain, hopefuls of both 
parties have an immediate incen- 
tive to buckle down to the job of 
“building a record.” 

Democrats will be investigating, 
struggling to produce newspaper 
headlines to pare down the GOP's 
present hold on the public’s confi- 
dence. In many instances the at- 
tack will be directed at business 
men in government. Voters will 
be told that business men take 
government jobs to advance the 
interests of their companies or 
industries. 

Republicans will play up “Peace 


and Prosperity.” To do this they | 


will advocate expanded foreign aid 
programs to counter Russia’s ag- 
gressive bid for favor 
Africa and the Middle East. On the 
home front, Republicans will loos- 


in Asia, | 


New Congress Will Probe, Produce 


Summerfield created regional of- 
fices in order to make postal op- 
erations more flexible. But Dem- 
ocrats see hundreds of new jobs, 
many in super pay grades. And 
they want to know whether these 
have been filled with meritorious 
Republicans. 

If Congress finally gets around 
to a rate bill—which is highly 
doubtful—it will still be far short 
of what Mr. Summerfield wants. 
Democrats adamantly refuse to 
have anything to do with the big 
revenue raiser—higher rates on 
first class letters. 

~ + + 

No Tax Cut? Prosperity has giv- 
en federal tax revenue an unan- 
ticipated boost and raised the 
hopes of leaders of Congress who 
want to cut taxes in 1956. Note, for 
example, that revenue from ex- 
cises on tobacco, liquor, household 
appliances and other items in the 
third quarter of 1955 ran at least 
$300,000,000 ahead of the same 


| quarter of °54. 


On the other hand, chances are 


en the purse strings. They will at-| that total federal spending will 


tempt to assure credit to maintain 
the momentum of consumer dur- 
ables industries, particularly auto- 
mobiles and housing. And they 
will get behind bigger programs 
for roads, schools and medical re- 
search. 

= ° » 

Price Spiral? As 1956 opens, 
government officials are fearful 
the wage-price spiral may begin 
rolling again after a two-year 
hiatus. 

The 1956 forecasts by Depart- 
ment of Commerce experts show 
industry near capacity. Steel is 
booked solid for at least six 
months. Aluminum is heading for 
new records, and copper remains 
tight. 

Commerce Secretary Sinclair 
Weeks is trying to head off the 
danger that these sellers’ markets 


|will lead to price increases. With 


profits as they are, he tells busi- 
ness men, there is no justification 
for seeking all the traffic will 
bear. 

7 o . 

Postal Frustration: It’s likely to 
be a frustrating session for Post- 
master General Arthur Summer- 
field. Democrats controlling post 
office committees on both sides 
of the Capitol have been gum- 
shoeing around the country, look- 
ing for weaknesses in Mr. Sum- 
merfield’s organization. 

Before he gets any kind of a 
hearing on postal rates, chances 
are Mr. Summerfield will have a 
lot of questions to answer. One of 
them, particularly interesting to 
House Democrats, has to do with 
the regional offices set up under 
Mr. Summerfield’s plan to de- 
centralize the Post Office. 

Following recommendations of 
management consultants employed 
by the Hoover Commission, Mr. 


turn upward in the budget which 
goes to Congress this month, re- 
flecting more ambitious projects 
abroad and at home. With business 
booming, tax cutters find it hard 
to say relief is needed in order to 
bolster consumer buying power. 
Though House Speaker Sam 
Rayburn (D., Tex.) already has 
lined up with proponents of a tax 
cut, Democrats have some dis- 
senters—for example, Sen. Walter 
George (D., Ga.). Since the tax 
cut cannot pass without Republi- 
can help, compromise is inevit- 
able. Chances are the cut, if any, 
will not come until after mid-year. 


Canadian Broadcast Group 
Changes Division Names 

The sales division of the Canad- 
ian Assn. of Radio & Television 
Broadcasters has been renamed 
Broadcast Advertising Bureau. The 
title change was made to help 
clarify the functions of the divi- 
sion, which headquarters in To- 
ronto. The radio section of the bu- 
reau will continue to function 
under the direction of its present 
director, Charles Fenton. 

At a later date the tv section of 
the CARTB will set up a television 
sales section of the new BAB. This 
will do the same type of selling 
job for tv that the radio section 
has been doing for am. 


Florida Sales Up from 1948 


| The first state figures on whole- 


| saling from the new U. S. business 
census show Florida wholesale 
|sales at $3.4 billion in 1954, up 
'76.3% from 1948. Florida retail 
sales, one of 15 states already re- 
leased in the retail portion of the 
Business Census, were $4 billion, 
up 71% from 1948. 


Only pown Bear influences the@ 
WHOLE music market! 


style setters in popular, jazz, country and western, rhythm 
and blues, and classical music, instruments, recording, 
phonographs, radio, TV . . . everything musical. 


Write today for complete market information! 
2001 Calumet Ave., Chicago 16, lil. 
will be responsible for evaluating Everything in the World about the World of Musie 


mi,  * maher oes 
publication | nadie y articules 
Publishing since 1934 


Down Beat — Up Beat — Country and Western Jamboree — 
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Record 
irl — Music — Beverages — Bebidas — La Farmacia Moderna — 


Electrices — Elaboraciones y Envases — La Tienda — 


Radio y Artioulos Electrices Catalog File — Bebidas Annual Directory 
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Williams and Son 


Are New Owners 
of Erwin, Wasey 


(Continued from Page 1) 
exec v. p. in charge of West Coast 
operations in Los Angeles. 

The Williams- 
es’ purchase ends 
the agency career 
of 71-year-old 
Louis R. Wasey, 
who started the 
shop in Chicago 
in 1914 under the 
name of Wasey & 
Jefferson. The 
second half of the 
name was W. T. 

Lorry Northrup Jefferson, who, 
with Mr. Wasey, left Lord & 
Thomas to set up their own busi- 
ness. 


s A few months later they were 
joined by C. R. Erwin, who re- 
tired from Lord & Thomas. The 
agency then became Erwin, Wasey 
& Jefferson. When Mr. Jefferson 
left, the name was contracted to 
Erwin, Wasey & Co. 

Howard Williams joined Erwin, 
Wasey in 1933, after retiring from 
National Cash Register Co., where 
he was a y.p. He became a Wasey 
partner in 1940, and in 1946 he 


Howard D. Williams 


was named president, when Louis 
Wasey moved up to board chair- 
man. 

A 1911 graduate of Massachus- 
setts Institute of Technology, Mr. 


Williams’ first job was as sanitary | 


engineer for the Chicago sanitary 
district. He also worked for the 
McCreery department store in 
New York, and Stewart Dry Goods 


Co. in Louisville, before joining | 


National Cash Register. 

David Williams, who marked his 
35th birthday last May, was a Phi 
Beta Kappa at Harvard, where he 
was graduated in 1942. An editor 
of the Lampoon, he first sold space 
for the Hasty Pudding show’s 
program. 

After three months in Mexico, 
studying Spanish on a fellowship, 
he went into the Army as a pri- 
vate. He spent more than three 
years in the Canal Zone with the 
counter-intelligence corps, becom- 
ing a tech sergeant. 

Young David started with Erwin, 
Wasey at 25, working as a trainee 
in the Chicago office. He spent six 
months in traffic and a year in 
media, winding up in Seattle in 
1947 as assistant media director. 


® Young Mr. Williams moved to 
Los Angeles as a junior copywriter 
and assistant account exec in 1948, 
and later he handled small ac- 
counts on his own. He was trans- 
ferred to New York in 1949, be- 
coming assistant to the president. 
He moved back to Los Angeles to 
head that office while a new man- 
ager was being found. In 1949 he 
was named an agency v. p.; in 
1952 he was elevated to exec v. p. 
and he is now president. 


In an interview today, the 


younger Williams told AA he and 
his father are alone in buying out 


| 
| 


David B. Williams 


the Waseys and that “in just a few 
years” the Williamses will have 
complete control of the shop. “Bits 
and pieces will come under our 
control before then,” he said. 
“The only thing we have to sell,” 
he said, “is people. The key to 
agency success is good people. We 
want to get them. Not yes men; 
it’s tough to get people who'll fight 
for what they believe in. And I 
don’t want guys who’ve moved 
eight times in the last nine years.” 


® Asked if he has set himself a 
billing goal for two or three years 
from now, Mr. Williams said, “We 
want the agency to grow—but not 
too suddenly. We’re going to con- 
centrate first on turning out still 
better work for our present clients. 
Increased billings will result from 
| that. No, we have no billing goal 
we're aiming at. 

“We don’t want really big ac- 


4 |counts, but rather medium sized 
' |ones. I remember when we had 


|Camels—that account was billing 
| $15-16,000,000. We had to fire 
about 100 people when we lost 
| that business. I don’t want to get 
| into any such situation.” 

| Mr. Williams, who when pressed 
| conceded he is going to be the 
|chief executive officer of Erwin, 
| Wasey, added, “There will be no 
| big shots in this agency; it’s going 
|to be a group thing. Unless a guy 
like O. B. Winters turns up, this 
business is shaking down to a 
group operation.” 

| He said he wants to organize the 
Erwin, Wasey advertising approach 
on a plans board basis, “with no 
lone wolves or personality kids.” 
He also indicated that the agency’s 
regional office setup is going to 
be put to much greater use than in 
the past. 


® Plans board members, he added, 
| will include the heads of the Chi- 
cago and Los Angeles offices. The 
agency also has offices in Minnea- 
apolis, Oklahoma City, Toronto, 
London, Stockholm and Rio de 
Janeiro. 

Mr. Williams said that no policy 
changes are contemplated. He add- 
ed that the changeover “has been 
a well-planned transition in own- 
ership and management.” The 
agency, which employs about 750 
people, has just “closed the books 
on one of the finest years in our 
history.” 

He said that in addition to mov- 
ing to new quarters on Third Ave., 
which involves a 20-year lease and 
commitments of more than $2,000,- 
000, the agency has plans to ex- 
pand all phases of its domestic and 
international operations. 

“Our big television department,” 
he continued, “will always be in 
Los Angeles. That’s where they 
have space and technicians and 
lighting and everything else. The 
West Coast is going to be the key 
television point. We’re set up that 
way.” 

Mr. Williams, who is a cousin to 
William Benton, a founder of Ben- 
ton & Bowles, said the agency’s 
name, while there is “some moss 
on it,” will remain Erwin, Wasey. 
“There'll be no Williams in the 
name, you can bet.” 

He indicated that Louis R. Wasey 
started negotiations aimed at sell- 
ing out “early in 1955.” Mr. Willi- 


,ams said that Mr. Wasey, who is | 


now at Cat Cay, his island in the 
Bahamas, “doesn’t want to devote 
any more time to advertising, be- 
cause of all his other interests.” | 
These include Cat Cay, which Mr. 


= |Wasey now operates as a resort, 
§ | and financial i#*rests in such Er- | 

|win, Wasey client companies as 

| Barbasol, Dr. Edward’s olive tab- | 


| 
| 
| 


lets, Musterole and Zemo. George | 


| Wasey also has outside interests, 
|including the board chairmanship 


of the Barbasol Co. 


® According to Mr. Williams, 
these four clients bill between $1,- 
000,000 and $1,400,000. He said the 
agency “will simply have to con- 
tinue doing a good job for them, 
now that the Waseys are our 
clients, in order to keep that busi- 
ness.” 

Mr. Williams said that neither 
he nor his father has any financial 
interest in any of the agency’s 
clients. 

The client roster currently in- 
cludes the Texas Co., Carnation, 
McGraw Electric, McKesson & 
Robbins and Toastmaster. In 1955 
the agency added Ronrico rum, 
Courtley toiletries, a new frozen 
food line from Carnation, Lucky 
Tiger, and Campana Italian Balm. 
It resigned Admiral Corp.’s radio 
and tv media advertising. 

In the four decades Erwin, Was- 
ey has been operating, its staff has 
included such as Leo Burnett, one- 
time copy chief in the Chicago of- 
fice; James Ellis, Kudner president, 
who once was copy chief in New 
York; Atherton W. Hobler, an ac- 
count man for Erwin, Wasey, now 
executive committee chairman at 
Benton & Bowles; the late O. B. 
Winters, an alltime great copy- 
writer; and Arthur Kudner, found- 
er of the Kudner Agency, who was 
once president of Wasey. 


Spam Retains 40% 
of U.S. Canned Meat 


Volume, Says Hormel 


AusTIN, MINN., Dec. 27—In a 
field of 20 competitors, each sell- 
ing a 12-ounce can of meat, Spam 
has 40% of the sales, an executive 
of Geo. A. Hormel & Co. told the 
packing company’s annual stock- 
holders meeting last week. 

Park Dougherty, v.p. in charge 
of the canned foods division, said 
Hormel also has 20% of the na- 
tional sales volume in the chili 
field, and its Dinty Moore brand 
has 50% of the volume of canned 
beef stews. 

H. H. Corey, board chairman, 
said that while Hormel is in 
“about as strong a financial posi- 
tion as it has ever experienced,” 
it averaged only %¢ a pound prof- 
it on its products in the fiscal year 
ended Oct. 29. 

He called on agriculture and the 
food industry to “fight harder for 
consumer attention and the con- 
sumer dollar.” 

Hormel’s sales during the year 
totaled $336,603,084 for more than 
a billion pounds of product. Both 
were records for the company, Mr. 
Corey said. Net earnings were 
$3,820,947. 


Red Dot Foods to Towell 

Red Dot Foods, Madison, Wis., 
producer of potato chips, popcorn, 
nuts and pretzels, has appointed 
Arthur Towell Inc., Madison, to 
handle its advertising. Towell 
handled the company’s advertis- 
ing until four years ago, when the 
account moved to Schwimmer & 
Scott, Chicago. 


‘Jewelers’ Promotes King 

Lansford F. King has been 
named general manager of Jewel- 
ers’ Circular-Keystone, Philadel- 
phia, jewelry trade magazine pub- 
lished by Chilton Co. Mr. King will 
continue as editor, a post he has 
held for the past eight years. 
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THEME: SATISFACTION—Clifford L. Fitzgerald, H. M. Dancer and Henry 

Abt, Brand Names Foundation president, discuss a blowup of a 

newspaper ad to be used in the 1956 Brand Names campaign. Aim 
of drive is “satisfaction.” D-F-S is the agency. 


Overnight Rating 
Is ARB Offer to 
TV Show Testers 


(Continued from Page 1) 
35.5% were tuned to “Babes in 
Toyland.” This figures out to 11,- 
000,000 sets tuned in and a “na- 
tional program area” rating of 35.5. 


® Commenting on the trial sur- 
vey, ARB’s director, James Seiler, 
noted: “This is the first time that 
a sponsor or network can get over- 
night a national reaction to its 
show. Up to this point studies of 
this type were available only in a 
selected group of cities.” 

Mr. Seiler emphasized that the 
new service “would obviously be 
too expensive for covering all pro- 
grams on a regular basis over a 
protracted time period.” Instead, 
he suggested it for use by those 
interested in a quick public reac- 
tion to a new show, spectacular or 
special event. 


De Lorenzo Is Named 
PR Director at GM 


Detroit, Dec. 30—General Mo- 
tors Corp. has appointed Anthony 
G. De Lorenzo director of public 
relations, a new post. Mr. De Lo- 
renzo joined GM’s Buick division 
in 1946, coming to the company 
from the Kudner Agency, where 
he was assigned to p.r. for the 
Fisher Body division. He moved to 
GM’s corporate p.r. staff in 1949 
and was named director of press, 
radio and tv relations earlier this 
year. 

Paul Garrett, GM’s v.p. in 
charge of public relations, an- 
nounced that Edmund Steeves, 
now in charge of press, radio and 
tv relations in New York, will suc- 
ceed Mr. De Lorenzo in Detroit, 
while Fred Collins, a member of 
the Detroit p.r. staff, will transfer 
to New York to replace Mr. 
Steeves. 


‘TV Guide’ Names Russell 

Thomas A. Russell has been 
named Philadelphia _ circulation 
manager of TV Guide, succeeding 
David H. Lichtenberg who has 
been appointed eastern division 
manager of TV Guide’s new circu- 
lation department, MLA Television 
Publications. Mr. Russell joined 
the local TV Digest in 1952, which 
later became the home edition of 
TV Guide under Triangle Publica- 
tions’ ownership. — 


Wain to Satway Steel 

Bernard Wain has been named 
advertising manager of Safway 
Steel Products Inc., Milwaukee, 
manufacturer of sectional steel 
scaffolding and other equipment. 

Mr. Wain recently finished his 
second tour of Navy duty; pre- 
viously he was in newspaper, radio 
and television work. 


| gat d 


“ne Compl 


a? 
il 


1 ae samen 1 the watentiend 
|b checsaye hey oe BRAND 


that’s mode a NAME for rtedf 


er 


BRAND NAMES—Here is one of the 
ads prepared by Dancer-Fitzger- 
ald-Sample for the 1956 campaign 
of the Brand Names Foundation. 


GEORGE HAWKINS 


San Dreco, Dec. 29—George 
Hawkins, 40, exec v.p. of the 
Barnes-Chase Co., died Dec. 25 af- 
ter an illness of several months. 

A native of Kirkwood, Mo., he 
was graduated from the University 
of Missouri school of journalism. 
He worked with advertising agen- 
cies in St. Louis for several years 
before joining the Barnes-Chase 
agency here in 1948. 

He was named exec v.p. of the 
agency last spring. The agency has 
offices in San Diego, Los Angeles 
and San Francisco. 


ROBERT A. DELSON 

New York, Dec. 28—Robert A. 
Delson, 47, commercial artist and 
portrait painter, died here today 
following a heart attack. He was 
art director of the Institute of 
Modern Business for the past five 
years. Prior to that he was art di- 
rector of the state of Florida, and 
associate director of the Institute 
of Design, Chicago. 


Webb Associaies Adds Two 
Accounts; Appoinis Two 

Webb Associates, New York, has 
been named to handle advertising 
for the American Society of Com- 
posers, Authors & Publishers and 
Dot Records. Both were formerly 
clients of Director, Bleier & Weiss, 
which Webb Associates recently 
succeeded. 

Meanwhile, Webb has appointed 
Violet Porte, formeriy assistant to 
the president of Sterling Advertis- 
ing Agency, fashion supervisor and 
an account executive. Gertrude L. 
Surrey, previously compfroller and 
assistant treasurer of Hirshon- 
Garfield, has been appointed to 
fill the same posts with Webb. 


Lighthizer Joins Magazine 

Chester F. Lighthizer, formerly 
with Hagstroms’, Purity Stores 
and Boys Markets on the West 
Coast, has been named Pacific 
chain relations manager of Every- 
woman’s Magazine. 
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PHOTOGRAPHIC 
EVIEW 
OF THE WEEK 


IT’S PORTABLE—Called the world’s largest portable 
color transparency, this panoramic display featuring 
three General Motors trucks in a Rocky Mountain 
scene will be shown publicly for the first time at 


the Chicago Automobile Show Jan. 7-15. R. C. 
Woodhouse (left), general truck sales manager, 
and R. G. DeGraff compare the 6’x18’ transparency 
with the three negatives used in its preparation. 


Taubkin 


PROMOTIONAL BANG—A pair of custom-made six-guns and holsters 

was presented to Edgar S. Bayol, press counsel of Coca-Cola Co., for 

his “contributions to journalism” on behalf of the New York News- 

paper Promotion Managers Assn. by Lawrence W. Merahn, promo- 

tion director of the World-Telegram & Sun, and Irvin S. Taubkin, 
promotion director of the Times. 


Herlihy Faussett Valenstein 


PARTY PATTER—Among the guests at the American Marketing Assn.’s 

New York Christmas party were Ed Herlihy, tv announcer; Hudson 

Faussett, an NBC-TV producer, and Lawrence Valenstein, president 
of Grey Advertising Agency. 


DECORATE IT YOURSELF—This Timex 
(U.S. Time Corp.) electric clock 
comes with three extra suede 
fronts, gummed for easy color 
changes to match any interior. 


Reitemeyer Daniel 
CONFAB—Chatting at a meeting of the Hartford adclub are: Col. 


Chamberlaine Berlin Dunlap 


BUCKLEY LEAVES—John R. Buckley, retiring after 28 
years with the Hearst Corp., shakes hands with 
Richard E. Berlin, president. Mr. Buckley, v.p. and 
general advertising manager of Hearst Magazines, 
is becoming director of the savings bond division of 


the Treasury Department. Joining in the farewells 
are Harry Dunlap, publisher, and Harry Chamber- 
laine, advertising manager, of Good Housekeeping; 
and, Richard E. Deems, exec. v.p., and Fred Lewis, 
general manager, of Hearst Magazines. 


John R. Reitemeyer, president-publisher, the Courant; Elliott Bar- 

nett, local advertising manager, the Times, the club president; Ar- 

thur (Red) Motley, president of Parade Publications, and David R. 
Daniel, publisher of the Times. 


Barnet Cunningham Weir 


John P. Cunningham, president of Cunningham & Walsh, in a jovial mood; and Mar- 


vin P. Pierce, chairman of McCall Corp., chatting with Walter Weir, v.p. of Donahue 
& Coe. 


PARTY MEN—At the Christmas party of the New York chapter of the American Mar- 
keting Assn., guests at the president’s table included William B. Lewis, president of 
Kenyon & Eckhardt, with a new client, H. L. Barnet, president of Pepsi-Cola Co.; 
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NY Multiple 
~\\ Readership 


zooms 
ad age 
audience 


More of the important eyes in the advertising wo 


are focused on Ad Age than any other publication i 


A 
-_ 
© 


the field. With the largest paid circulation (31,795 
ABC average total paid for period ending 6/30/55) — \ | | 
and an average of 3.78* readers per copy—Ad Age’s 
total reader audience of 120,786 provides its 
advertisers with the greatest coverage ever among 
the executives who make and influence 


important advertising decisions. 1 /\ 


% 


Established by survey of multiple readership. 
Projection based on May 2, 1955 ABC “Business 
Analysis of Total Paid Subscription Circulation,” with 
31,954 total mail subscriptions. 


Advertising Age 
impottouit to impoitiuit people 


200 EAST ILLINOIS STREET - CHICAGO 11, ILLINOIS’: ~~ 
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Top-Selling Schlitz 
Goes from LEN to Biow 


(Continued from Page 1) 
history of Schlitz and its advertis- 
ing agencies. And again, the ac- 
count change came after what most 
outside observers would call a 
superb marketing job had been 
done. 

Because putting Schlitz back on 
top of the heap represented a Her- 
culean advertising effort. Schlitz 
was the No. 1 brewer when Len- 
nen & Newell and Leo Burnett Co. 
took on the account after five years 
of Young & Rubicam’s steward- 
ship. It sold 5,700,000 barrels in 
the previous year, 1951—about 
250,000 more than Anheuser- 
Busch’s 5,479,000. 


® The following year was marked 
by two events. Leo Burnett 
bowed out of the print end of the 
account, which was consolidated 


Advertising Expenditures 
of ‘54's Top 10 Brewers 


(Includes expenditures in 
general and farm magazines, 
newspapers and Sunday sec- 
tions, network radio, net- 
work tv and outdoor only. 
Expenditures in spot radio 
and tv, point of purchase and 
newspapers on a local or re- 
gional basis are not includ- 
ed.) 


Anheuser-Busch. $6,820,379 
a 7,319,025 
Ballantine 2,693,234 
ee 6 5 ok ate 4,147,572 
Liebmann ...... 4,144,370 
ET cath o Sa tines 2,744,772 
Schaefer ...... 1,632,610 
EE os oo 8 alo 1,908,550 
St Cae ewan 3,430,691 
Lucky Lager 1,252,698 


with Lennen & Newell, which 
originally had only broadcast bill- 
ings. Also, Schlitz sold 6,347,000 
bbls.—-an alltime sales high for the 
company—while Budweiser sold 
6,000,000. 

Then came 1953 and disaster. 
Schlitz—as were all Milwaukee 
brewers—was clipped by a 78-day 
strike at the height of the selling 
season. Its sales dropped to 5,255,- 
000, and Budweiser sales (since 
St. Louis breweries were unaffect- 
ed and poured out production at 


}a record rate) foamed up to a 
| record 6,700,000 bbls. 

Even after the strike, Schlitz 
frequently lagged as much as 25% 
behind Budweiser in sales, as 
|distribution was achieved again 
| after the long layoff. 

Fortunately, Schlitz and Lennen 
| & Newell went ahead with adver- 
tising during the strike. The agen- 
cy convinced the giant brewer that, 
| despite the fact that the public 
| couldn’t buy Schlitz in most areas, 
it was important that the Schlitz 
sales story be presented without 
interruption. 


® Also, once the strike was over, 
all premium beers instituted a 
price rise. This meant that local 
and regional beers had a greater 
advantage. And it was much more 
difficult to win a dominant position 
in competitive markets. 

Schlitz, however, made a fairly 
rapid comeback. In 1954 it boosted 
sales to 5,400,000 bbls. (a gain of 
150,000) while Budweiser dropped 
back to 5,800,000 bbls. (a loss of 
900,000). 

And this year, based on the esti- 
mates which Mr. Uihlein gave his 


present, Schlitz will hit 5,800,000 
(up 400,000 bbls.), while Budweis- 
er will hit 5,500,000 (a drop of 
300,000). 

It ought also to be reported that 
the premium beers have had a 
tough time in recent years—as a 
group they have lost about 10%. 
At the same time, the total beer 
market has been static—some- 
where between 82 and 83,000,000 
bbls. 

The Schlitz increase is traceable 
to vigorous merchandising (al- 
though in. the South, where in 
many areas there are legal restric- 
tions on merchandising, and it has 
had to stand on advertising alone, 
Schlitz is riding an even greater 
sales gain) and to a somewhat 
atypical advertising program. 


® Most brewers are sports crazy; 
not Schlitz. The cornerstone of the 
Schlitz ad program has been the 
“Schlitz Playhouse of Stars,” a 
half-hour weekly CBS-TV show. 
Its producer is William Self, for 
Meridian Productions. Mr. Self’s 
father, Edwin B. Self, is ad direc- 
tor for Schlitz. 


The only sport buy of the brew- 


How Brewers Hopped Around in ‘55 


Major brewers—in addition to Schlitz and Ruppert—that either 
have switched agencies or named additional agencies for a new 


brand during 1955 include: 


Brewing Coe., Detroit, to 
Campbell-Ewald Co. from Brooke, 
Smith, French & Dorrance, effective 
April 1. C-E also was given the adver- 
tising account for the new Guinness 
beer and ale sales division of Guin- 
ness, which Goebel will produce and 
market in the U.S. 

H. Gettelman Brewing Co., Milwau- 
kee, to Hoffman & York, Milwaukee, 
from McCann-Frickson, Chicago. 

P. Ballantine & Sons, Newark, to 
William Esty Co. from J. Walter 
Thompson Co., which had handled the 
$6,000,000 account for 20 years. 

Jacob Schmidt Brewing Co., 


Goebel 


St. 


Paul, to Maxon Inc., Detroit, from 
Ratten, Barton, Durstine & Osbn, 
Minneapolis. 


Carling Brewing Co., Cleveland, to 
Liller, Neal & Battle, Atlanta, for Car- 
ling’s Black Label beer in a seven- 
state area in the southeastern U.S. 

Fox Deluxe Brewing Co., Chicago, 
and Foxhead Brewing Co., Waukesha, 
to Sorensen & Co., Chicago, from 
Ruthrauff & Ryan. 

Anheuser-Busch, St. Louis, named 
Gardner Advertising Co. to introduce 
its new Busch Bavarian beer. D’arcy 
Advertising Co. still handles other An- 
heuser-Busch products. 

Frank Fehr Brewing Co., Louisville, 
to John W. Shaw Advertising, Chica- 
go, from Dooley Advertising Agency, 
Louisville. 


Norfolk, and 


Century Brewing Co., 

Metropolis Brewing, Trenton, to 
Dowd, Redfield & Johnstone, New 
York, and John C. Dowd Inc., Bos- 


ton, from Norman D. Waters & Asso- 
ciates, New York. Both breweries are 
controlled by Louis Hertzberg. 

Red Top Brewing Co., Cincinnati, 
to Ruthrauff & Ryan for Red Top beer 
and ale from Reach, Yates & Mat- 
toon, New York. (R&R had had the 
account in '50 and 51.) 

International Breweries, Detroit (a 
consolidation of Frankenmuth Brew- 
ery, Frankenmuth, Mich., and Iro- 
quois Brewery, Buffalo), to Brooke, 
Smith, French & Dorrance, effective 
Dec. 1. Frankenmuth was handled for- 
merly by Ralph Sharp Advertising, 
Detroit, and Iroquois by Lloyd Mans- 
field Co., Buffalo. 

Pabst Brewing Co., Chicago, to Leo 
Burnett Co., Chicago, from Warwick 
& Legler, New York, for Pabst Blue 
Ribbon Beer. Pabst’s Eastside beer ac- 
count was shifted from W&L to J. 
Walter Thompson Co. 

James Hanley Co., Providence, to 
Geo. T. Metcalf Co. from Bo Bernstein 
& Co. 

Utica Brewing Co., Utica, N. Y., to 
Farquhar & Co., Utica, from Barlow 
Advertising Agency, Syracuse. 

G. Geileman Brewing Co., La Crosse, 
Wis., to Earle Ludgin & Co., Chicago, 
from Leo Burnett Co., Chicago. 


employes as a kind of Christmas| j 


ery is in baseball—the games of | 
the Kansas City Athletics on radio. | 
It had the opportunity to sponsor 
the telecasts of the Milwaukee 
Braves and turned them down—too | 
expensive. 

In consequence, Schlitz is the 
|only brewer with a consistent big- 
|time national tv show with an —~a 
|tablished audience (around 20,- 
000,000). And efforts of other 
| brewers to match the show so far | 
have been fruitless. 

Schlitz has bought spot, too, but 
rather sparingly; in the third quar- 
| ter it was using tv spot in 26 mar- 
|kets. In addition, it has used) 
newspapers, magazines and out-| 
door. Its theme has been forth- 
right: “Your thirst can tell the dif- 
ference between Schlitz and any 
other beer.” | 

It also foresaw the swing to) 
larger sizes and launched a 16-oz.| 
can in June, 1954, well ahead of the | 
big swing. 


® In other words, Schlitz sales 
have been forging ahead in a fall- 
ing market. Hit by a disastrous 
strike, which did not affect its 
major competitor, the brewer re- 
covered at a remarkable pace. Al-| 
though it is a premium beer, it is | 


The Winner—The Loser 
pam == 


= — 


| 
| 


il 


John Toigo Adolph Toigo 


Just two weeks ago John Toigo 
was in the news because Biow- 
Beirn-Toigo had just lost the Pep- 
si-Cola account. Now he is back in 
the news, but under much happier 
circumstances, as B-B-T picks up 


es 
aad 
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Biow vs. Ruppert—Who Fired Whom? 


New York, Dec. 29—Biow-Beirn-Toigo was the agency for 


Jacob Ruppert Brewery at the 
the $9,000,000 Schlitz account. 


time it was named to take over 


On Tuesday, Dec. 27, a top Ruppert exec called the agency and 


asked if it were true that the 


agency had been appointed by 


Schlitz. Since notification of appointment was not yet in the shop, 
the agency denied it had the Schlitz account. On the following 
day, with the Schlitz notification aboard, Mr. Biow resigned the 


Ruppert account. 


That’s one way the story goes. 
On the other hand, Joseph Taylor, v.p. in charge of sales for 


Ruppert, told an AA reporter: 


“You won’t believe this, but we 


fired Biow from the account before we knew anything about its 


having the Schlitz business.” 


® On Wednesday Ruppert had 300 salesmen in for a meeting on 
plans for 1956. Murray Vernon, Ruppert chairman, told them that 


a fotir-point program would hel 
1. The beer’s quality is being 


p them in 1956: 
improved. 


2. A new executive team will help on sales problems. 

3. Ruppert will broadcast New York Giant games. 

4. “We are dropping the Biow agency.” 

At any rate, Biow-Beirn-Toigo will be moving off the account, 
and Ruppert will be getting a new agency. Its present plans, AA 


was told, call for the agency to 


be named quickly, and probably 


no more than three or four prospective agencies will be inter- 


viewed. 


had a chance to resign), it had 
comparatively little reason, in view 
of a surprising rebuilding job done 
by Biow and Knickerbocker beer. 

When Biow came on the account 
in 1948, it was in the downward 
phase of a cycle, which hit rock 


1,079,000 bbls—a drop of more 
than 850,000 bbls. below 1947. 
Then came the new Knicker- 
bocker beer and a “no filling” 
theme (Knickerbocker hit the low- 
calorie approach hard). And sales 
began to climb. The move came 
just in time, for in 1949 the brewer 
operated at a loss of $1,662,465. 


® It is interesting to note that 
much of the low-calorie advertis- 
ing which was coupled with high- 
fashion art to distinguish Pepsi- 
Cola’s copy originally was used by 
the Biow agency for Ruppert. 


the Schlitz beer account from Len-| ‘Thereafter sales rose to a peak 
nen & Newell—which is headed by | of 2,005,000 bbls. in 1953, but slid 
John’s cousin, Adolph Toigo. ‘to 1,769,000 in 1954. Meantime 
/Ruppert showed a profit of $479,- 


registering sales gains, and this|998 in 1951, moved up to a profit 
year the brand reached the top of |Of $1,491,581 in 1952 and in 1953, 
the heap and had the highest sales|after paying full income taxes, 
in a five year period, except for |Showed a $831,449 profit. Its 1954 
the record pre-strike year. earnings were about $950,000. 

So, why the agency change? But rumors persisted in the 

Here the story departs from/|trade that (1) the account was 
facts and figures and gets into| restive and was listening to agency 
theory and opinion. |solicitations and (2) it might be 

It is known that the Uihleins for sale to a larger brewer. (Rup- 
have long admired the gentle and|pert officials denied that Schlitz 
high-style copy turned out by|and Pabst had made offers to pur- 


Biow-Beirn-Toigo for Pepsi-Cola | chase Ruppert.) 
Co. | Despite its ups and 


downs, and 


|fired the Biow agency before it | despite some internal management 


scuffles (Herman Katz, v.p. and 
sales manager of Ruppert during 
its tough five-year struggle, with- 
| drew in late 1954, reportedly as 
jamounted to $280,000 in 1953), 
|Ruppert was only 6,000 barrels 
away from the magic top ten circle 


|| bottom in 1949, when Ruppert sold |the result of an argument over 


his compensation—he drew no sal- 
ary, but received brokerage fees 
from sales in Connecticut, Rhode 
Island and Massachusetts which 


What Top Brewers Spent 
in Radio, TV, Magazines 
Jan.-Oct., 1955 


(Includes only expenditures 
in general and farm maga- 
zines, network radio and net- 
work television, as measured 
by .Publishers Information 


Bureau.) 

a ee $2,751,873 
Anheuser Busch .. 1,391,614 
2 ae 1,163,934 
er 709,384 
0 ae 649,897 
Ee 543,189 
Liebmann ........ 260,962 
Ballantine ....... 235,387 
Lucky Lager ..... 10,722 


of brewers at the end of 1954. 

In the first six months of 1955, 
| Ruppert’s sales were $23,577,182— 
down slightly from $25, 445,894 for 
the same period in 1954. Compa- 
rable earnings declined from $480,- 
— in '54 to $238,732 in ’55. No 
|barrelage figures have yet ap- 


It is known that John Toigo was 
the key man in producing that copy 
for Pepsi-Cola. 

It is known that when the Pepsi- 
Cola account left B-B-T, the 
Schlitz people made contact with 
B-B-T. splitting it among three other 

In New York, Lennen & Newell,| agencies. Leo Burnett Co. got the 
beyond confirming that they were | print media portion of the account, 
off the account “by mutual agree-| effective June 1, 52; two months 
ment” after March 1, was studious- jater this $3,000,000 billings plum 
ly noncommital. It is believed,| wa; plucked from Burnett and 
however, that L&N previously | pjaced in the Lennen & Mitchell 
had offered a wide range of ap-| basket; L&M had picked up the ra- 
proaches, including a light high-| gio and tv end of the account at 


fashion treatment to Schlitz, al-| the same time that Burnett got the 
though its recommendation was 


When Burnett Said 

In March, 1952, Schlitz an- 
nounced that it was taking its ac- 
count out of Young & Rubicam and 


for a continuation of the straight, | 
hard-selling theme which was pro- | 
ducing results. 

8 For Biow, of course, it was wel-| 
come news. For one thing, it meant | 
that the payroll built up to handle | 
Pepsi wouldn’t have to be trimmed. 
For another, it replaced a $2,500,- 
000 Ruppert account with one at) 
least three times as big. For a 
third, the ad business in New York 
repeatedly has heard that Ruppert 
was listening to other agencies. | 
While the brewer denied the re- 
ports, it could hardly have made) 
life any easier for Biow men. 


print media portion. 

On Aug. 1, 1952, Leo Burnett 
sent the following memorandum to 
members of his organization: 

“I think you’ll be happy to learn 
that there will be no more night 
work on Schlitz. 

“We tried to sell them some very 
strong ideas which represent our 
highest standards of thought and 
craftsmanship but we weren’t on 
the same wavelength. 

“The result is that we will no 
longer be the Schlitz agency on 
printed advertising effective Oct. 
31. 

“Compared with our dealings 
with our other wonderful clients, 


If Ruppert was uneasy (and Jo-|this experience has been a be- 
seph Taylor, v.p., insisted that he | wildering and frustrating one with 


Good-bye to Schlitz 


many of the aspects of Machiavelli, 
Grimm’s fairy tales and a Chinese 
| street parade all rolled into one. 

“Any of you who are so in- 
clined can now look television 
straight in the eye when the man 
says, ‘What’ll you have?’ 

“That is purely a personal aside 
which I could not resist. 

“Naturally, talking with people 
on the outside we want to handle 
the matter with dignity on the 
basis that we can’t expect to win 
all the time and that we apparently 
married the wrong woman. 

“Naturally, also we want to give 
Schlitz our finest possible service 
between now and the expiration 
date and to effect the transfer to 
the new agency cooperatively and 
smoothly. 

“Although it has not been an- 
nounced, I assume this new agen- 
cy will be Lennen & Mitchell of 
New York which handles the 
broadcasting end of the Schlitz 
business. 

“Schlitz is still ‘the beer that 
made Milwaukee famous’—real 
famous in the advertising agency 
business. 

“May all of us have a carefree 
weekend.” 
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Sales of Ten Top 


1955t 
IR SS etek ci exes 5,800 
Anheuser-Busch .... 5,500 
Ballantine ........ 4,000 
nas é teem ae heiwet 3,500 
Liebmann .......... aa 
ES None ota oe a 
case —— 
FEC a 
DE ils oat, ene 2,180 
Lucky Lager ...... ae 


able for five of the brewers. 


(In Millions of Barrels) 


t Figures for 1955 are estimated, and estimates were not avail- 


Brewers, 1951-1955 


1954 1953 1952 1951 
5,406 5,255 6,347 5,716 
5,829 6,711 6,034 5,479 
3,713 3,882 4,038 3,990 
3,500 4,250 4,047 3,950 
3,410 3,085 2,875 2,800 
3,290 2,911 2,277 2,295 
2,690 2,541 2,400 2,600 
2,249 1,686 1,380 1,150 
2,096 2,138 3,043 2,612 
1,775 1,740 1,475 1,242 


peared (even the figures Mr. Uih- 
lein gave his Schlitz employes 
were estimates) and the best guess 
as to Ruppert’s 1955 sales is they 
will be about even with 1954’s, or 
no more than 3% off. 

In other words, Biow-Beirn- 
Toigo had done a pretty respect- 
able job with Ruppert’s sales in 
what is admittedly the most mur- 
derous beer market in the U. S. 
Battling against Rheingold, Schae- 
fer, Piel’s, Ballantine, Kreuger and 
the “shipping beers” is a rough 
job. 


History Repeats Itself? 


In making its decision to jetti- 
son Lennen & Newell immediately 
after a highly successful sales 
year, Schlitz followed the pattern 
it set with Young & Rubicam in 
1952. 

Y&R had kept Schlitz at the top 
of the brewing sales heap for five 
years. It had successfully brought 
the big brewer into television. But 
Y&R’s demise as Schlitz’ agency 
was usually attributed to a re- 
shuffle in the brewer’s advertis- 
ing department, a reshuffle that 
brought Edwin B. Self out of re- 
tirement to take over the adver- 
tising reins. 


®@ Mr. Self’s predecessor was Ted 
Rosenak, who had gone to work 
for Blatz. It was generally thought 
that Mr. Rosenak thought Y&R had 
done a good job, an opinion in 
which Mr. Self didn’t concur. 

Anyhow, as news of the switch 
filtered through the ad business, 
and ex-Y&R man who still bit- 
terly recalls the Schlitz defection 
cracked, “It looks as if the way to 
lose the Schlitz business is to come 
out in first place in sales.” 


Blaine-Thompson Adds 
Dictograph, Vibo Farms 

Dictograph Products Inc., Ja- 
maica, N. Y., has consolidated all 
of its advertising, sales promotion 
and merchandising in one agency, 
Blaine-Thompson Co., New York. 
Three agencies formerly handled 
different divisions: Doyle Dane 
Bernbach Inc., acousticon division 
and Dictograph hi-fidelity record 
players; Al Paul Lefton Co., fire 
alarm division, and Esmond Hirsch 
& Associates, intercommunications 
division. 

Entertainer Victor Borge also 
has named Blaine-Thompson to 
handle advertising for his Vibo 
Farms, Southbury, Conn., which 
turns out a line of frozen Rock 
Cornish pullets, pheasant, guinea 
hen and geese. 


Peters, Former Frigidaire 
A.M., Buys Brick Company 

F. H. Peters, who resigned as 
advertising manager of the Frigid- 
aire division of General Motors 
Corp. in July (AA, July 18), has 
bought Sphar Brick Co., Maysville, 
Ky., and takes over as president 
Jan. 1. Sphar, established in 1904, 
manufactures face bricks. 

Mr. Peters said he plans to pack- 
age brick under the Sphar name 
and sell it on a limited market 
basis. Extensive advertising will 
be used, he said. 


Movies Get Bigger 
Space in Lux Ads 


New York, Dec. 29—Movie stars 
}and current shows in which they 
are appearing will receive more 
space in Lux soap and Lustre 
Creme shampoo ads in 1956. 

Under a new arrangement be- 
tween the two companies and Pa- 
ramount Pictures Corp., Lux and 
Lustre Creme ads will carry such 
illustrations as a theater marquee 
carrying the star’s name and film 
title and copy emphasizing the 
pleasure of going to movies. 

Prior to the new setup, little 
more than a credit line on a pic- 
ture accompanied the photograph 
of the star who indorsed the ad- 
vertised product. In the new setup, 
space also will be used for strong 
plugs for VistaVision. 

A schedule of magazines has 
been lined up for Lux color pages. 
Mitzi Gaynor and “Anything Goes” 
are featured in opening series. 
March magazine issues will pair 
the same actress, in “The Birds 
and the Bees,” and Lustre Creme. 

Other shows which will benefit 
in 1956 from the new plan are 
“War and Peace,” “The Proud and 
Profane” and “The Man Who 
Knew Too Much.” 


Hyde Leaves Tea Council 
to Join McCann-Erickson 
Anthony Hyde, executive di- 
rector of the Tea Council of the 
U. S. A. since 
1948, joined Mc- 
C ann-Erickson, 
New York, Jan. 1 
as staff v. p. in 
charge of plan- 
ning and devel- 


opment, a new 
position. 
Mr. Hyde pre- 


viously held such 
posts as promo- 
tion director of 
the Washington 
Herald, advertising director of the 
Philadelphia Gas Works Co. and 
account executive of Young & 
Rubicam and the old Lord & 
Thomas. 


Johnson Files to Buy WCAW;: 
Forms Engineering Corp. 

Earl M. Johnson, formerly v.p. 
in charge of station relations and 
engineering of Mutual Broadcast- 
ing System, has filed an applica- 
tion with the FCC for the pur- 
chase of WCAW, Charleston, W.Va. 
The 250-watt station currently is 
owned by Capitol Broadcasting 
Corp. 

Mr. Johnson also has set up a 
new company, Engineering Corp., 
to handle field engineering and the 
' processing of applications and to 
|serve as a general consultant. 
| Client: General Teleradio, the 
| principal stockholder in Mutual. 


Wheaton Named President 
Redgers G. Wheaton, v.p. in 
charge of marketing and sales of 
Line Material Co., Milwaukee, has 
been named president, succeeding 
William D. Kyle Jr., who resigned 
to enter the fiber pipe and con- 
duit business. Earle W. Williams, 
sales manager, will take over Mr. 
Wheaton’s former position. 


Anthony Hyde 


| Last Minute News Flashes | 


Weiss & Geller Gets 2 Helene Curtis Products 
Cuicaco, Dec. 30—Helene Curtis Industries has appointed Weiss & 

Geller, Chicago, to handle advertising for its Lanolin Discovery and 

for an undisclosed new product to be marketed in the spring. At the 


/same time the company announced that Lanolin Discovery will enter 


network tv with the purchase of alternate-week sponsorship of ABC’s 


| “Dollar a Second.” Earle Ludgin Co. is the former agency for Lanolin | 


Discovery. 


Wright Names Warwick & Legler for Silver Cream 


Keene, N.H., Dec. 30—J. A. Wright & Co., maker of Silver Cream, 
has named Warwick & Legler, New York, to handle its advertising. 
The change from H. B. Humphrey, Alley & Richards is effective Feb. 1. 


JWT Gets Johnson Motors from Lamport, Fox 


Cuicaco, Dec. 30—Johnson Motors has named J. Walter Thompson 
Co. to handle its advertising, effective Jan. 1. The switch ended a 32- 
year relationship between Johnson, a division of Outboard Marine & 
Mfg. Co., and Lamport, Fox, Prell & Dolk, South Bend. Johnson, lead- 
ing manufacturer of outboard motors, has a current advertising budget 
of more than $1,000,000. 


Chipman Knitting Mills to French & Preston 

Easton, Pa., Dec. 30—Chipman Knitting Mills, maker of Roman 
Stripe hosiery, has appointed French & Preston, New York, to handle 
its advertising. Bozell & Jacobs is the previous agency. 


Wisser Is Copy Chief in Mogul-S&K Merger 


New York, Dec. 30—Lawrence Wisser, formerly v.p. and creative 
director of Storm & Klein, has been named copy chief on all accounts 
of the Emil Mogul Co. Storm & Klein has merged with Mogul, effec- 
tive Jan. 3. Other Storm & Klein personnel who join Mogul include 
Edward Klein, as senior v.p.; George Balterman, v.p.; Harry Chap- 
peron, p.r. director, and Arthur Klein, assistant account executive. 


Biow-Beirn-Toigo Gets Englander Account 

Cuicaco, Dec. 30—Biow-Beirn-Toigo has been named the agency 
for Englander Co., effective March 11. The account, which bills more 
than $1,000,000, is handled currently by Leo Burnett Co. Biow han- 
dled the account for six years prior to losing it to Burnett in 1947. 


Bergmann, Lindquist Join McCann-Erickson 


New York, Dec. 30—Ted Bergmann, formerly managing director of 
the now defunct DuMont Television Network, and Lansing Lindquist, 
v.p. in charge of tv and radio at Ketchum, MacLeod & Grove, have 
been named v.p.s and associate tv-radio directors of McCann-Erickson. 
The appointments are effective Jan. 15. 


Updegraftf Joins Atherton & Currier 


New York, Dec. 30—William H. Updegraff, formerly sales manager 
for Q-Tips Sales Corp., has joined Atherton & Currier as director of 
marketing. 


Eastern Aircraft Names Conti; Other Late News 


e Eastern Aircraft Products Corp., Orange, N.J., has appointed Conti 
Advertising Agency, Ridgewood, N.J., to handle its advertising, sales 
promotion, publicity and merchandising. The company manufactures 
special valves, solenoid-operated flow regulators, thermo relief valves 
and pneumatic fuses. 


e Procter & Gamble has formed a new food products division to han- 
dle the manufacture, advertising and sale of both consumer and bulk 
products in that field. Mark Upson, formerly general sales manager 
of the company, has been named manager of it. Three sales groups 
are set up within the division: Bulk shortening, tank oil and house- 
hold (case) food products. J. S. Janney has been appointed manager 
of case food sales. Advertising manager for the division will be R. B. 
Shatterley, who formerly was ad manager for shortening and special- 
ty products. 


e L. W. Frohlich & Co., New York, has been named to handle the pro- 
fessional promotion of items in the baby products division of Johnson 
& Johnson, New Brunswick, N.J. Young & Rubicam, which formerly 
handled the medical advertising for these products, will continue to 
place consumer advertising for the same products. Frohlich also han- 
dles trade advertising for the professional service division and sutures. 


e Clyde Clem has resigned as national audience promotion manager 
for NBC to join Grant Advertising in Detroit as account executive for 
Dodge. Ed Vane, now national sales promotion manager for the net- 
work, will replace Mr. Clem at NBC. Mr. Vane in turn will be replaced 
by Donald Folcy, director of advertising and promotion for CBS-TV 
Spot Sales. This post will be taken over by Byington (By) Colvig, 
formerly of WXIX, Milwaukee. 


e The release of the RKO motion picture library to tv (see story on 
Page 28) has started the Hollywood wheels turning. Screen Gems, 
New York, the tv film subsidiary of Paramount Pictures Corp., has 
sent wires to stations offering them some 100 feature films from the 
Paramount storehouse. CBS-TV reportedly is negotiating to take over 
the Terrytoon cartoons, including “Mighty Mouse.” 


e Joseph Gans, formerly with Thwing & Altman, and Samuel J. Coran, 
previously with Renuzit Home Products Co., have joined Maxwell 
Sackheim & Co., New York. Mr. Gans has been named v.p. in charge 
of radio and television, a newly created position, and Mr. Coran will 
be director of merchandising and sales promotion. 


e Ruth Lareau, formerly with Young & Rubicam, and Harold P. Ger- 
hardt, formerly with Ted Bates & Co., have joined C. J. LaRoche & 
Co., New York. Miss Lareau is a commercial writer, Mr. Gerhardt a 
tv artist. 

e The Mennen Co. has named McCann-Erickson to handle its Skin 
Bracer and men’s shampoo, formerly with Kenyon & Eckhardt (AA, 
Dec. 26). The agency also will handle publicity and public relations 
for the men’s line. 

e Howard Abrahams, who formerly was with Amos Parrish & Co., 


where he handled promotion for several major manufacturers and 
stores, has been named director of retail sales for the Television Bu- 


reau of Advertising, New York. 


49 


WILLIAM N. HUSE, formerly v.p. and 
account supervisor of Dancer-Fitz- 


gerald-Sample, has been named 
administrative assistant to the 
president of Bon Ami Co., New 
York. He also will direct the com- 
pany’s marketing operations. 


Lawsuits Greet 
Infringers on Barton 


Chocolate Greetings 


New York, Dec. 28—Barton Inc., 
candy manufacturer-retailer, has 
filed suit against four firms and 
their principals for $1,295,000 in 
damages for alleged patent and 
copyright infringement in the man- 
ufacturing and selling of a copy of 
Barton’s chocolate greeting card. 

The candy company, which oper- 
ates a chain of 65 Barton’s Bon- 
bonniere shops, alleges that in the 
past few months two manufactur- 
ers and two retailers have sold 
chocolate Christmas cards which 
are of the same size, type and 
package as Barton’s, differing only 
in the embossed holiday decoration. 

Barton’s chocolate greeting card, 
which the company introduced in 
November, 1954, has been copy- 
righted in the U.S. patent office, 
and a design patent has been is- 
sued. Since then the company has 
produced and merchandised cards 
for eight holidays, as well as a 
Betsy McCall chocolate greeting 
card based upon the paper doll 
merchandising character. 


@ The first damage suit seeks 
$300,000 in damages from Victoria 
Sweets Inc., New York candy man- 
ufacturer, and $300,000 in darnages 
from William Nagengast and Mae 
Wind, who allegediy solicited the 
manufacturer to infringe Barton’s 
rights. The complaint also asks 
$10,000 from Namm-Loeser Inc., 
Brooklyn department store, as the 
retailer. 

The second suit seeks $300,000 
from Cook Chocolates Inc., Chica- 
go; an additional $300,000 from its 
directors, Edmond Opler, Edward 
A. Cooper and Arthur E. Swanson; 
$75,000 from Miiton A. Klein, its 
New York distributor; and $10,000 
from S. H. Kress & Co., New York, 
the retailer. 

And this is only the beginning, 
a Barton company spokesman told 
AA. The company’s legal depart- 
ment is busily accumulating evi- 
dence of further “design and idea 
piracy” upon which to base addi- 
tional law suits. 


Outdoor Assn. Elects Kiassen 

George Klassen, Kempt Outdoor 
Advertising Co., Sheboygan, Wis., 
has been elected president of the 
Outdoor Advertising Assn. of Wis- 
consin. Other officers are Francis 
Obberreich, Fond du Lac Outdoor 
Advertising Co., v.p.; William J. 
Uthmeier, Uthmeier Poster Serv- 
ice, Marshfield, secretary, and 
William Garrison, Garrison Out- 
door Advertising Co., Baraboo, 
treasurer. 


Shields Joins Liller, Neal 
Charles L. Shields has joined the 
staff of Liller, Neal & Battle Ad- 
vertising Agency, Atlanta, as a 
copywriter. Mr. Shields worked 
with agencies in Des Moines and 
Omaha before going to Atlanta 


in 1952. 
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THE ADVERTISING 


MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesday 


noon 5 days preceding publication date. 


Display classified takes card rate of 


$15.50 per cclumn inch, and card discounts, size and frequency apply. 


HELP WANTED 


HELP WANTED 


TOP 4-A AGENCY 
HAS THREE OPPORTUNITIES 
Here's an oppty. that offers good mone- 
tary returns in the future—starting as 
an account executive managerial 
position later! Must be sharp copy man—. 
industrial, consumer. Know all phases, 
advertising, merchandising, & sales pro- 
motion. 35-45. | 
| 
We also want a copy man, from another | 
top agency, who wants to be an AE in 
short time! Must spark ideas & write 
fresh motivating copy—both consumer, 
industrial. 25-35. 


And, a downstate client is looking for 
a bright young man to fill an oppty ... . 
unlimited. Must write copy, do some- 
thing other than stick-figure layouts. A 
working knowledge of merchandising, 
sales promotion & market analysis help- 
ful. If experience warrants it, he will 
become advertising manager. This is one 
of the nation’s largest corporations. 


On Michigan Ave. Write in confidence. | 
Our employees know of this adv. Must) 
furnish resume, photo, & salary require- 
ments. 
Box 7970, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
WANTED: QUALIFIED PROMOTION- 
COPY WRITER 

Established business paper publishing 
company with three publications has 
opening for promotion man who can take 
an idea and make it live in words. Long 
experience not as important as aptitude 
and interest. Write giving details of 
experience, etc. Ewing W. Graham, Put- 
man Publishing Company, 111 E. Dela- 
ware Place, Chicago 11. 


“Our 45th Year” 


CREATIVE COPY $10,000 


For Midwest 4-A Agcy. Competent 
to assume copy chief position. Con- 
sumer experience including sub- 
stantial food background. 


GLADER CORPORATION | 
“The Agency's Agency” 


Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


Advertising Salesman Business publica- 
tion experience, excellent opportunity 
group growth publications, some travel, 
car required. Start $5200. Send com- 
plete information. 

Box 7972, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
BARNARD’S ALERT EMP. SYSTEM 

NATIONWIDE 
BE SURE AT BARNARD’'S 
Publ’g Research 
202 S. State Chicago 


WANTED: Assistant Promotion Manager 


|for major VHF station in leading East- 


ern market. State age, qualifications, re- 
ferences, etc. All applications kept con- 
fidential. 

Box 7971, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
PRODUCTION MAN, Young, 4-5 yrs. ex- 
perience, needed in 4A Chicago Adver- 
tising Agency. 

Box 7973, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MOLENE PERSONNEL 
SPECIALIST IN GOOD JUDGMENT 
ANDOVER 3-4224 
BANKERS BLDG. CHICAGO 3, ILL. 


| We are looking for a gal in her thirites, 
| preferably with media experience, to be 


supervisor of our estimate, contract, and 
order group for both print and broadcast 
media. This is a job in which you can 
grow with this Chicago AAAA agency. 
Box 7966, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXPERIENCED SECRETARY needed in 
lively, growing AAAA Chicago agency. 
Starting salary $325.00 monthly plus bonus 
plus profit sharing. 
Box 7974, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXPERIENCED AGENCY COPYWRITER 
Fast-growing midwest agency offers good 
living, good working—plus an extra-good 


| opportunity—to a facile writer of good 
copy for all 
| write TV material 


printed media. If able to 
so much the better. 
Age secondary to ability and stability. 
Starting salary at least $7,200—and it goes 
a lot. further in this friendly, medium- 
size city. Tell us why you're our man for 
this key post. Don't send samples until 
requested. 
Box 7968, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


IF YOU CAN WRITE 


OUTSTANDING, 


HARD-SELLING 


RADIO 
Gary... 


an advertising man's ‘“‘dream job"’ with substantial 
salary and security is waiting for you. You must 
know hew to write commercials. You should know 


how to sell such things as 


beer, automobiles, food. 


If you know print and merchandising so much the 
better. . . . . but, primarily, you must know radio 


copy-writing. 


The Chicago offices of 


this national multi-city 


agency needs a top man. Don’t answer unless 


you are an experienced 


agency copy-writer al- 


ready earning a five figure salary. 


This job isn't easy. It's difficult and there's plenty 
of pressure. But, if you're the right man .. . it's 
interesting and it’s rewarding. Write all details. 
Our personnel knows of this ad. Your reply will be 
treated with strictest confidence. 


Write Box 652, ADVERTISING AGE 


200 E. Illinois St. 


Chicago 11, Ill. 


a, eo Ul 


HELP WANTED 


POSITIONS WANTED 


| 

Adveptising Agency 

ARTIST WANTED 

| Layouts, lettering, line spots, pasteups, 
folders. Experienced man only. Must have 


| knowledge of mechanicals. Agency pleas- | 


antly situated in up state New York. Sal- 
ary open. Future limited only by your 
ability to create good art. Send a few 
good samples which will be returned in 
good shape. 

Box 7958, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


ARTIST. Growing display producer, mid- 


man with ideas, capable of quick color 
comps. Salary open. Write point-of-pur- 
chase exp. and ambitions. 
Box 7961, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


| ete. Excellent client contract; 


west, not large city, needs fifth creative | 


Senior Copywriter; 
foods, beverages, appliances, 
new busi- 
ness solicitation. Veteran TV writer-pro- 
ducer. Organizer, self-starter, follower- 
thru. Best of references. 
Box 7978, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Veteran Creative Advertising Executive 
Wants Job with Small Town Manufacturer 
Top creative agency executive wants 
small town life. Willing to pay for it by 
way of smaller income. Experienced in 
every creative field of advertising. Heavy 
experience in industrials, beer, automo- 
tive, food. Former copy chief. Excellent 
health. 
Box 7977, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


cosmetics, 


SALES MANAGER 
Major milling company of the Southwest, 
marketing flour, mixes and related prod- 
ucts, offers substantial opportunity to 
aggressive, well trained sales manager. 
Must be able to direct training of sales- 
men, plan complete marketing campaigns, 


penditures. Prefer experience in 
industry, but successful experience 
marketing food lines will be acceptable. 
State salary requirements. All replies held 
confidential. Our organization knows of 
this advertisement. 
Box 7980, ADVERTISING AGE 
200 E. Llinois St., Chicago 11, Dlinois 


ARTIST, LAYOUT MAN—Growing North 
Central Ohio Agency has opening for 
fast, versatile creative man to round out 
art department. The right man is as- 
sured an excellent future. Send complete 
resume in confidence with first letter. 
Box 7979, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. HA 7-1991 Chicago 


POSITIONS WANTED 


Advertising and Sales Promotion Man- 
ager. Six years advertising manager with 
leading manufacturer serving the gas, 
petroleum and chemical industry. Also 
seven years photographic and offset print- 
ing experience. Some agency background. 
Desire responsible position in moderate 
to heavy industry. Good mechanical ap- 
titude. Married, 37, desire to relocate. 
High four figure salary. Present employer 
knows of this ad. 
Box 7976, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


MARKET RESEARCH 


AGE 25-35 


U.S.News & World Report has need 
in its advertising research division in 
Washington, D. C., for capable man 
to assume considerable responsibility 
for research planning and execution. 
Should have minimum of 2 full years 
of practical experience in public 
opinion and market research. Experi- 
ence should include formulating and 
testing questionnaires, sample design, 
interviewing, setting up of codes and 
tabulating procedures. Also ability 
to analyze and report. Knowledge of 
IBM key-punch and card-counting 
sorter helpful. No traveling 

required. Send complete resume 
including salary desired to Director 
of Research and Marketing, 
U.S.News & World Report, 24th and 
N Sts., N. W., Washington 7, D. C. 


Offers Unusual Opportunity 


Industrial Process 
Equipment Manufacturer 


The man we want is too capable to 
be looking for “just another job.” 
He wants the opportunity to grow 
with an expanding company; to take 
on responsibility as fast as he can 
handle it. He can become assistant 
advertising manager of our indus- 
trial division, if he has the ability. 

e man we want is probably a 
graduate engineer; or has the equiv- 
alent technical —~ F He is not 
over 40 years of age. He can write 
easily and well on technical subjects. 
He has demonstrated this ability by 
writing technical articles for the 
trade papers, as well as product 
folders and specification sheets. 

e want a top notch man and we 
are prepared to offer him a good 
salary with increases as he pro- 
gresses, plus a complete package of 
<epmaves benemts including a lib- 
eral pension plan. We believe that 
the biggest attraction for this man 
will be the opportunity of growing 
with a good company in a pleasant 
northwestern Ohio location. 

Tell us all about yourself and your 
— ae —_. Include a re- 
cen oto a cations stric 

confidential. ” ay 


Box 641 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


and coordinate sales and advertising ex- | 
milling | 
in | 


BUSINESS OPPORTUNITIES 
Common sense advertisers use 
Sanders Livingston Co. (NY) ABC 3 Value 
Localized Sales Appeal 
Worth your money. What do you say? 


10 yrs. top agencies; | 


MISCELLANEOUS 


CANADA'S BEST MAILING LIST 

250,000 live names on Elliott stencils 
Call your list broker - TO - DAY 
or Tobe’s - Niagara on the Lake, Canada 
YOUR PRODUCT placed on National & 
Los Angeles Giveaway Shows at low cost. 
We also arrange film start Endorsements. 
Write Roberts & Gail, 
Blvd., Hollywood 28, Calif. 


ARTIST 


Top notch creative artist who is fast on 
small color sketches 

through on finished art 

edge of color separation and printing pro- 
cedures. Former label or decal experience 
= This is an excellent opportunity 
with a variety of work and with a top or- 
ganization located south side of Chicago. 
Write details, including past experiences 
and salary desired 

Box 644 ADVERTISING AGE 

200 E. Iilinois St.. Chicago 11, Illinois. 


DIRECT MAIL 
SALES REPRESENTATIVE 


One of the country’s leading direct mail 
companies offers excellent opport 


with top national advertisers in New York 
City area. Interviewing in New York this 
week. Give crmplete details of age, experi- 
ence, and education in first letter. Your 
reply confidential, of course. 


Box 620, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 


2 bh. 


Advertising Age, January 2, 1956 


ADVERTISING 
PRODUCT MANAGER 


A leading drug manufacturer in 
N.Y.C. area has unusual oppor- 
tunity for a young man as brand 
advertising manager for a group 
of important products. Should 
have at least 5 years advertising 
department or agency experience 
on package goods accounts. Must 
know budget control and be able 
to follow through on campaign 
plans. Will be responsible for 
getti highest level of perform- 
ance from one or more advertis- 
ing agencies. Please do not an- 
swer unless you qualify then give 
full details of your business ca- 
reer and personal history. State 
your salary requirements if you 
wish to be considered. 


Box 651 ADVERTISING AGE 
480 Lexington Ave., N.Y. 17, N.Y. 


5880 Hollywood | 


ADVERTISING PERSONNEL 


Employer—Employee 
Investigate 
our active confidential service 
Betty Clem 
DRAKE PERSONNEL, INC. 
220 S. State * HArrison 7-8600 © Chicago, Iii. 


VICE-PRESIDENT 
FOR HIRE! 


Currently account exec., motion pix- 
TV-radio V.P. for ethical drug-pro- 
prietary ad agency. Excel. motion 
ix-TV-PR contacts. $15,000 min. 
-Y.C. only. Box 650, gverwns 
Ape, oe Lexington Ave., New Yor 


BRANCH OFFICE AVAILABLE 
Experienced San Francisco agency 
man with own billing will represent 
out-of-town agency, or consider 
branch office arrangement. 20 years 
in this territory. Finest client and 
trade references. Replies held con- 
fidential. Box 645, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, 
Illinois. 


ADVERTISING OPPORTUNITY 


for an Advertising Executive, well versed 
in Class Publication space selling, to 
acquire a 50 per cent stock interest in a 
highly successful, well-established Fra- 
ternal monthly publication, with a paid 
circulation in excess of 47,000. Interested 
buyer write B. Greene, 26888 York Road, 
Huntington Woods, Michigan. 


LAKE SHORE 


phone SEeley 8-1010 


ELECTROTYPE DIV. 


1224 W.Van Buren St., Chicago 7, m. 
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Advertising Age, January 2, 1956 


Advertising 
Research 


If you have had the en eS 
two years’ experience in the R 
search Department of a am 
advertising agency and hold a 
supervisory position, this oppor- 
tunity will interest you. 


A leading advertising agency of- 
fers unusual opportunity as brand 
supervisor in Research Depart- 
ment dealing with nationally 
advertised products. The responsi- 
bilities include client contact, li- 
aison with Creative Department, 
and supervision of research proj- 
ects. The job is equivalent to a 
Research Director in smaller 
agency. Salary commensurate 
with qualifications. 


Send résumé stating age, educa- 
tion, military status, Gpemen. 
and salary desired to Box 647, 
ADVERTISING AGE, 480 Lex- 
ington Ave., New York 17, N.Y. 


ADVERTISING 
PRODUCER 
WANTED 


An unusual opening for a 
practical advertising produc- 
tion man or woman with a flair 
for rough layouts—and the 
ability to follow through and 
push jobs to completion. Abil- 
ity to write copy not absolutely 
necessary. Here is a real op- 
portunity for an aggressive 
worker to grow with a large 
expanding national manufac- 
turer. Headquarters in Chi- 
cago. State experience and sal- 
ary requirements. 

Box 648, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


One of the country’s leading mechanical 
production men once told us, “If I could be certain 
of the honesty of engravers’ color proofs most of 
my woes would be eliminated.” 


Our plant is extensively equipped with a wide variety 
of proofing presses to suit the individual specific: ation. 
They range from singles of assorted sizes through two 
color models up to sparkling new four color presses. 


Relief make-readies are never used here on 
process plates for high speed wet edition printing. 
The plates themselves are properly balanced and 
engineered to render faithful re production. 

Yes, we can honestly say our motto and practice 


will always be “Truth in Proofs.” 


Hutchings & Melville, Inc. 


4043 N. Ravenswood Ave., Chicago 13, Illinois 
Phone EAstgate 7-9220 


Fine, Fast, Fairly Priced Photography 


pics 


PUBLICITY COMMERCIAL 


CONVENTION INDUSTRIAL 


incorporated 
photographers 
DEARBORN 2-1062 

187 N. LASALLE, CHICAGO ILLINOIS 


PHILADELPHIA SALES REP- 
RESENTATIVE—Leading indus- 
trial publisher has immediate 
opening in Philadelphia office for 
qualified sales representative. Ex- 
perience in mechanical, chemical 
or petroleum fields would be most 
helpful. Our organization knows 
of this advertisement. All replies 
will be held confidential. Give 
transcript of education, experi- 
ence, and references in first let- 
ter. References will not be 
checked without your knowledge 
and permission. 


Box 646 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, IIL. 


The Midwest's 
eutstanding placement 


BIRCH 


as 
é service for Adv. - Art & 
Executive allied fields. 
Placement By appointment only 
59 E. MADISON + SUITE 1417 
Counselors CEntral 6-5670 


EXPORT ADVERTISING 
AND 
SALES PROMOTION 


advertising and marketing ex- 
ecutive, long years experience 
product development, merchan- 
dising and sales management 
packaged consumer goods, inti- 
mate knowledge Europe, speaks 
French and German, age 45, 
seeks position New York agency 
or Head office. Box 649, Adver- 
tising Age, 480 Lexington Ave., 
New York 17, N.Y. 


1956 OPPORTUNITIES 


The advent of a New Year brings 
innumerable new opportunities. 
Here are just a few “fast movers”: 


Ass’t Acc’t Exec. ..........++. $12,000 
Solid foods exp., ‘including copy 
Ass’t Acc’t Exec. ..........+- 

Copy & Contact exp. in paints 
aS eee 9,000 
Farm equip. exp. nec. 

dr. Copywriter ..........s5. 7,000 
1-3 yrs. general exp. 


ED SIGE oo vies sa viesrtiese 8,000 
Solid print exp.— 
Plus some Radio-TV 


Media Coordinator .......... 6,500 
Some agency media exp. nec. 


For these and yal current openings 
Contact in confidence 


E. Pyikas 
Executive Advertising Consultant 


WABASH EMPLOYMENT AGENCY 
202 S. State St., Chicago 4, WAbash 2-5020 


se Se ca a 4 ’ 4S 


* 


ne ae ar 8 oo 


“My rise in the agency was spectacular. They made me Ist Assistant Space Buyer. 
‘I invested heavily in a palatial home and began to live graciously. 
Then one day I forgot that things had changed in Cincinnati and... ”’ 


And... as always 


“CHANGE No. 1: 


CHANGE No. 2: 


The daily with the largest CITY ZONE circulation 


is now the Cincinnati Enquirer. 
The daily that carries the MOST ADVERTISING z 


. SOLID Cincinnati reads the Cincinnati Enquirer + Represented by Moloney, Regan & Schmitt, Inc. 


is now the Cincinnati Enquirer. = ") 
P: 3 
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or NATIONA 
| NFLUENCE ~PLUS LOCAL IMPACT 


distribution pattern 


Local edition page lists Facing national page in 
dealers on an area basis color tells the product story 


Nini i, cee 
Need a brighter TV picture? 


| A new look for your old TV? 
| 
| 
| 
| 


| IN SOUTHERN CALIFORNIA — -F Aluminized Picture Tube Installed 


FOR AS LITTLE AS $5.00 DOWN 
NEW EASY PAY TV SERVICE PLAN FOR ALL TV MAKES 


—Your TV Completely Overhauled... 

| pa as little 4. $5 he aa sea d 
Aleuiaived Plotare Tube i in apna TV- 
replace any weak receiving tubes with 
new G-E Service-Designed Tubes—com- 


CALL ANY OF THE FOLLOWING SERVICE DEALERS 


AAA 715 American Avenve Long Beach HE 6-3248 
Bornes 3414 E. 7th St. Leng Beach HE 8-9583 . ° 
Gibson's Radio & TV 431 Alemites Long Beach ME 6-175 pletely overhaul your set to give it new 
; ve - r ’ 
Marin wi ence srea cs ave, tons Gooch me 9-a9et power, _ ~ sparkle. You'll have 
a yf ter dota = ) 
| Seeetees ewwier | teebees = GATING? liberal budget offer s available without fl 
eodbur iberal budget offer is available withou 
Jone's Radio Shop 2668 N. Fair SY 4.7779 | 
ea fp ny 10148 Cormanita, whine Ox 3-3736 fuss, delay or red tape. Soon you'll be 
H Television Service ittier Blvd. . iewi ; ; } 
i} Bud's TV Service 3768 Pacific Coast Highway A FR 5-8515 viewing clearer, brighter, sharper pic- l 
) Jeck Higer TV 1875 W. Corson Torrance FA 8-7025 tures than you ever thought possible. 
James P. Pickett Radio & TV 24452 Hawthorne Bivd. Terrence FR 5-5154 
i George Buck's TV 319 Torrence Bivd. Redondo Beach FR 9.3797 | 
Ceco—TV 465 N. Loke Ave Pasadena SY 5-5951 
Kealey Redic & TV 1657 E. Coleraede Pasadena SY 3-7249 | 
Chief's Radio & Service 168 S. Mein Orenge KE 8-5467 | 
Clint's 711 Second St. Oceanside SA 2-4274 | 
Farmer's Television Service 529 N. Brand Cl 4-4141 | 
Lieyd’s TV Service 24961 Fir Ave. Sunnymeed 0 5201 
Low's TV Sales & Service 9237 Lekewood Bivd. Downey TO 1-5113 : : | 
be “ ry oe —_- bs yk $*. Meleve ~~ You don't have to leave your There's a G-E Aluminized G-E Service-Designed Tubes | 
| Pege TV Service | $824 Monte Viste les Angstee a. 5-5835 — { Your TV Serviceman Tube forevery TV! It'sextra- for longer life. They give | 
elefix les A 2-3181 will check your set. If you bright so you can view TV G-E quality and depend- 
i bm Tolevied — ye u. - = ds ee + Saas need a picture tube, just with lights on—shades up. bility in any set, yet cost 
Platt TV Sales & Service 24609 Lemite DA 6-6515 makeasmalldownpayment. Full year G-E Warranty. no more than ordinary tubes. 
Reines Radic & TV 127 Main St. Seal Beach HE 8.1391 
ec Televison = 3809 met Riverside ove 2015 
vision La} le - 
Gene Sheppard 7 7116 Foothill Blvd. Tejenge Fu 3-226 Special Offer! Limited Time! 
odio Repoir AS 
Tromnicks TV Services ome a festene va 2-7121 Give your old TV a new look with life- 
. adic Repair 6300 Ceres Fontana A 2-1443 i i i i 
Yatoy GonterRegie” 7738 Featit tind, Sean fi aaah your TV serviceman, Choose {rom 10 
Hillens 740 Ne. Garey Ave. Pomona LY 2.0536 decorator colors. You can cover your 


set yourself in minutes—without paste, 
water or special tools. But, act now 
while there’s still a full selection of 
checks, solids and wood grains. 


GENERAL @ ELECTRIC Sz! crn tprew re 


GENERAL @@ ELECTRIC 


ee — — 


TV GUIDE, with 38 local editions, is the only magazine 
that offers a national advertiser the opportunity to list 
his dealers economically, selectively, area by area across 
the country. 


Here is the new answer to the demand of dealers, distrib- 
utors, and salesmen for magazine advertising that works 
directly for them, in their markets. Here is local action in 
a national magazine. 


MacazinE 


TV GUIDE’s local editions give 


fullest flexibility — provide 
USES 1 W/ GUI D local ‘dua — Bata" 
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